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Tony  Ridder,  CEO,  flanked  by  vice  presidents 
Hilary  Schneider  and  Art  Brisbane 


Ten  murders. 
Decades  of 
relentless  coverage. 


Finally,  a  confession. 
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The  (Bradenton)  Herald 
Duluth  (Minn.)  News  Tr  ibune 
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The  (Fort  Wayne.  Ind.)  News-Sentinel 
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The  Monterey  County  (Calit.)  Hoiald 
Grand  Forks  (N.D.)  Herald 
(State  College,  Pa.)  Centre  Daily  Times 
Aberdeen  (S.D.)  American  News' 

The  Olathe  (Kan.)  Nows 


[REAL] 

newspapers  and  on  the  Real  Cities  Network,  www.realcities.com.  Icitiesi 


The  story  began  in  1974,  with  a  family  of  four 
kilted  in  their  Wichita  home.  Shortly  after,  another 
woman  was  murdered.  Then  the  calls  began.  The 
killer  telephoned  The  Wichita  Eagle,  directing  them 
to  a  note  that  linked  him  to  the  original  killings. 
He  also  gave  himself  a  moniker  -  BTK  -  for  "Bind, 
Torture,  Kill." 

Two  more  Wichita  women  were  murdered  in  1977. 
Letters  and  calls  from  BTK  continued  until  1979. 
Then  for  nearly  25  years,  silence. 

In  2004,  after  The  Eagle  ran  stories  marking  the 
30th  anniversary  of  the  first  BTK  killings,  an 
envelope  arrived  at  the  newspaper.  Inside  were 
three  photos  of  a  body  and  a  photocopy  of  a 
woman's  driver's  license.  Reporter  Hurst  Laviana 
recognized  the  name  on  the  license  as  that  of  an 
unsolved  murder  victim.  He  made  the  link  to  BTK; 
the  police  agreed.  And  The  Eagle  broke  the  news 
on  its  Web  site,  Kansas.com. 

Over  the  next  1 1  months.  The  Eagle  published 
more  than  200  stories  while  BTK  continued  an 
onslaught  of  messages.  Eventually,  police  traced  a 
BTK  computer  disk  to  a  church  in  the  suburbs. 
Dennis  Rader,  president  of  the  congregation,  was 
arrested  for  first-degree  murder.  He  confessed  to 
10  murders. 

Nearly  everyone  in  the  newsroom  at  The  Eagle 
was  involved  in  this  historic  case.  Their  dedication 
helped  end  the  crime  spree  of  BTK!  Knight  Ridder. 
What  a  difference  a  newspaper  can  make. 
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more  human 
picture  of 
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fallen  troops. 


Subscribers:  Activate  your 
account  now.  Just  log  on  and  go  to 
www.editurandpublisher.com/activate 


SEPTEMBER  2005  EDITOR* PUBLISHER  3 


www.edltorandpubllsher.com 


LETTERS 


A  LOOK  ATTHEOIOOEOnE 

I’VE  READ  YOUR  REPORT  ABOUT  HOW 

our  reporters  and  those  from  other 
countries  are  giving  us  a  “true”  view 
of  Iraq  (“Pressing  Issues,”  August  E^P, 
p.  21),  that  the  reason  we  don’t  hear  about 
the  positive  news  is  because  evidently, 
there  is  none.  I  suggest  otherwise. 

Arkansas  just  returned  one  of  the 
largest  contingents  of  National  Guards¬ 
men  from  Iraq.  The  one  main  story  I 
heard  from  them  was  that  the  media  does 
not  choose  to  show  many  of  the  good 
things  they  had  done.  Instead,  they  made 
sure  that  if  a  bomb  went  off,  they  were 
there  or  their  helpers  were  there  to  show 
the  carnage.  These  brave  men  and  women 
agreed  that  there  is  still  much  to  do  in 
Iraq,  but  were  amazed  that  the  media 
weren’t  interested  in  the  school  supplies 
the  folks  back  home  had  sent  for  the  Iraqi 
children,  the  schools  they  had  helped  re¬ 
build  and  the  children  attending  them, 
the  hospitals  they  were  refurbishing,  and 
the  positive  response  they  were  getting 
from  the  Iraqis  themselves.  All  they  asked 
was  for  some  of  those  stories  to  be  pre¬ 
sented  to  the  people  back  home.  All  they 
got  was  the  back  of  the  media  hand. 

DAVE  ELSWICK 
PROGRAM  DIRECTOR/MID-DAY  HOST 
KARN  Newsradio,  Little  Rock,  Ark. 

WAR  REP0RTIN6  BY  THE  NUMBERS 

ERTAINLY,  POSITIVE  DEVELOP- 

ments  and  accomplishments 
should  be  reported  and  in  context. 
The  same  should  be  done  for  the  daily 
body  count  reporting!  The  approach  of 
the  press  is  skeptical  when  it  comes  to 
coalition  achievements  but  seems  to  play 
into  the  hands  of  anti-democratic  forces 
in  reporting  bad  news.  We  do  know  that 
the  truth  was  hidden  by  many  journalists 
before  the  war  in  order  to  gain  access.  The 
New  York  Times  produced  headline  sto¬ 
ries  about  massive  looting  of  the  Iraqi 
National  Museum  and  other  half-baked 


stories,  placing  them  on  the  front  page. 

I  don’t  expect  much  change  in  re¬ 
portage.  The  journalist  in  Iraq  is  still 
fighting  the  Vietnam  War,  but  in  reverse. 
Just  as  Robert  McNamara  did  back  then, 
they  keep  score  by  body  count. 

H.  MICHAEL  SARKISIAN 
Sacramento,  Calif. 

LETTERS FRBM THE JABEB 

I  JUST  FINISHED  READING  YOUR  COL- 

umn  by  Will  Bunch  (“More  Death  in 
Iraq,”  E&P  Online,  Aug.  10)  on  the 
death  of  the  Philadelphia  policeman,  and 
felt  I  had  to  contact  you.  I  am  an  old  re¬ 
tired  cop  from  Portland,  Ore.,  and  would 
like  to  send  my  condolences  to  his  family. 
Our  23-year-old  grandson  is  in  Iraq  on 
his  second  rotation,  and  is  due  to  come 
home  next  February  or  March.  I  thought 
I  would  send  you  a  couple  of  excerpts 
from  letters  we  received  from  him. 

He  writes:  “I  really  don’t  have  much 
going  on  here,  just  trying  to  make  it  back. 
I  took  advantage  of  a  good  opportunity 
to  bash  Bush.  Our  Group  Leader  held  a 
meeting  to  find  out  why  soldiers  weren’t 
re-enlisting.  I  was  the  first  and  only  per¬ 
son  to  stand  up  and  tell  him  that  I  feel 
lied  to,  that  we’re  not  here  for  honorable 
reasons  and  that  the  main  reason  that 
people  re-enlist  anyways  is  that  they  feel 
trapped.  It  felt  pretty  good  to  tell  him 
that.  Many  people  have  come  up  to  me 
and  thanked  or  congratulated  me  for 
speaking  up.  They  also  told  me  that  after 
I  talked,  he  lost  all  of  his  steam  trying  to 
talk  us  into  re-enlisting. 


THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editorandpublisher.com,  fax  to  (646) 
654-5370,  or  write  to  “Letters,”  YAitjov 
&  Publisher,  770  Broadway,  New  York, 
NY 10003.  Please  include  name,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


“It  doesn’t  look  like  there’s  any  chance 
of  everybody  leaving  Iraq  soon,  the 
amount  of  construction  going  on  is 
ridiculous.  It’s  kind  of  sad  to  watch  our 
tax  dollars  go  up  in  smoke,  while  our 
damn  schools  at  home  keep  getting  worse 
and  worse.  The  more  I  sit  and  think  about  ' 
it,  I  realize  that  if  I  never  would  have 
joined  the  Army,  I  never  would  have 
formed  these  opinions,  I  would  have  been 
blinded  by  the  media  like  so  many  others.” 

Our  grandson  joined  the  Army  prior 
to  the  9/11  attacks  as  a  means  to  get 
money  for  college.  I  feel  that  these  past 
few  years  have  forced  him  to  grow  up 
much  faster  and  more  jaded  than  I  could 
have  possibly  foreseen. 

JOE  MADARIETA 

Casa  Grande,  Ariz. 


Corrections 

Allan  Wolper’s  “Ethics  Comer”  column 
(August  E&P,  p.  22)  incorrectly  reported 
that  the  San  Mateo  (Calif.)  County  Times 
broke  the  story  about  the  2003  FBI  raid 
on  the  Bay  Area  Laboratory  Co-operative 
■  (BALCO)  in  Burlingame,  Calif.  The  San 
Mateo  (Calif.)  Daily  Journal  broke  the  sto¬ 
ry,  on  Sept.  4,  2003.  Also,  AP  Sportswriter 
\  Steve  Wilstein’s  name  was  misspelled. 

I  Jennifer  Saba’s  story  “The  ABCs  of  Audit- 
I  ing”  (August  E&P,  p.  25)  incorrectly 
stated  that  ABC  was  in  the  process  of 
“nabbing”T\\e  Dallas  Morning  News  for 
circulation  misstatements.  The  newspaper 
disclosed  circulation  problems  prior  to 
its  scheduled  audit. 


50  YEARS  AGO 
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NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


SEPT.  3,  1955: 

For  six  weeks,  New  York  Daily 
News  Reporter  Kitty  Hanson  lived 
and  ran  with  gangs  undercover  in 
East  Harlem  for  a  five-part  series 
on  gang  life  in  New  York.  She  told 


E&P  how  she  drank  Coke,  downed  Day,  a  pair  of  Denver  boys  repre- 


“franks,  their  beer  and  whiskey,” 
but  politely  turned  down  a  “joint.” 

SEPT.  17,  1955: 

In  celebration  of  Newspaperboy 


seating  more  than '  if  a  million 
carriers  planned  to  present  a 
trophy  to  President  Eisenhower 
as  “Yesterday’s  Newspaper  Boy, 
Tomorrow’s  Leader.” 
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A  ‘Rocky’ calendar 


BY  JOE  STRUPP 


WHILE  LACKING  THE  RESOURCES 

or  desire  to  produce  a  Sports 
lUustrated-style  swimsuit 
issue  in  print,  the  Rocky  Mountain  News 
in  Denver  has  provided  the  next  best 
thing  for  those  seeking  swimwear-clad 
hunks  and  babes:  a  12-month  collection 
of  calendar  girls  (and  a  few  guys).  It’s  a 
current  option  for  the  News"  Web  users, 
who  can  download  a  year’s  supply  of 
images  showing  models  in  the  latest 
swimsuits,  one  for  each  month. 

Starting  with  June  2005  and  running 
through  May  2006,  each  computer  “wall- 
paper”  option  features  a  man,  woman,  or 
couple  modestly  clad  in  swim  attire,  with 
a  calendar  for  that  month.  (One  male 
model  waves  two  American  flags,  while 
another  hauls  home  a  frozen  turkey.) 

The  shots,  which  came  from  a  pre-sum¬ 
mer  News  swimsuit  feature,  drew  a  “batch 
of  complaints,”  reported  the  alternative 
newsweekly  Westword,  quoting  editor 
and  publisher  John  Temple  as  being  sur¬ 
prised  at  the  opposition,  which  he  deemed 
a  coordinated  attack.  “They  were  meant  to 
be  fun,  and  I  think  they  are,”  Temple  re¬ 
sponded.  But  he  added  that  the  backlash 
was  not  the  pa- 
per’s 

outcry,  adding, 
“we  com- 
plaints 
bra  ads.” 


Editor  Ken  Woodley  in  front  of  Prince  Edward 
County  High  School  (above),  and  on  the  steps 
of  the  Virginia  State  Capitol  during  a  rally. 


Making  amends  for  school  closings 


Woodley,  but  insufficient.  His  editorial  pro¬ 
posing  a  scholarship  program  —  which 
would  benefit  any  state  resident  who  was 
denied  a  proper  education  when  the  public 
schools  shut  down  —  appeared  a  few  weeks 
later  in  the  Herald,  on  March  21,  2003.  TXvo 
years  and  many  editorials  later,  Virginia 
(Jov.  Mark  R.  Warner  announced  the  first 
scholarship  recipients  this  June. 

“It  was  way  too  important  to  simply  sit 
back  as  an  editorial  writer  and  say,  “Virginia 
needs  to  do  this,’  and  just  toss  the  idea  out 
there,”  says  Woodley,  who  not  only  wrote 
columns  but  relentlessly  lobbied  state  law¬ 
makers  to  create  and  fund  the  scholarships. 
An  Op-Ed  that  appeared  in  The  Washing¬ 
ton  Post  in  May  2003  drew  a  great  deal  of 
attention,  and  Woodley  went  on  to  publish 


BY  BARBARA  BEDWAY 

After  more  than  a  quarter-cen- 
tury  as  a  reporter  and  then  editor 
of  the  twice-weekly,  family-owned 
Farmville  Herald  (circulation:  9,000)  in 
Virginia’s  Prince  Edward  County,  Ken 
Woodley  has  learned  that  “sometimes  you 
write  editorials,  and  sometimes  they  write 
you.”  One  of  the  latter  came  to  him  on  a 
chilly  February  morning  in  2003  as  he 
drove  to  work.  He  was  reflecting  on  the 
Virginia  General  Assembly’s  resolution  of 
“profound  regret”  for  an  ugly  chapter  in 
the  state’s  history:  the  closing  of  the  Prince 
Edw2U'd  County  public  schools  from  1959 
to  1964  to  avoid  desegregating  them,  and 
the  state’s  unwillingness  to  get  involved. 
The  apology  seemed  a  good  thing  to 


The  Rocky 
Mountain  News 
offers  turkey 
with  beef  on 
its  free  Web 
download 
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Reserve  your  space  in  2005  and 
save  20%  off  the  full  tuition  price. 

For  seminars  between  January  and  March, 
the  reservation  deadline  is  Oct.  14, 2005. 

For  all  other  seminars,  the  deadline  is 
Dec.  31, 2005. 

For  more  information  on  API’s 
seminars,  please  log  on  to 
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more  than  30  more  in  papers  statewide. 

“I’m  in  Farmville,  not  the  most  powerful 
paper  in  the  state.  I  had  to  put  those  words 
in  as  many  places  as  I  could,”  he  recalls. 

“I  wanted  to  be  able  to  say  to  key  political 
people,  ‘Listen,  people  are  watching,  paying 
attention.  This  is  something  Virginia  needs 
to  do.”*  Acknowledging  that  his  cluttered 
office  is  “the  sort  that  the  EPA  requires  to  be 
triple-lined,”  he  tried  to  keep  himself  organ¬ 
ized  by  typing  every  detail  of  his  campaign 
into  a  computer  diaiy  that  grew  to  more 
than  170  single-spaced  pages. 

Though  the  General  Assembly  voted  for 
the  scholarships  in  2004,  it  proposed  fund¬ 
ing  them  with  only  $100,000  “seed  money,” 
reportedly  because  some  legislators 
expressed  doubts  that 
there  would  be  sufficient 
demand  for  the  scholar¬ 
ships  to  warrant  the 
$2  million  allocation 
Woodley  advocated. 

He  responded  with  a 
scorching  opinion  piece 
in  the  Richmond  (Va.) 

Times  Dispatch. 

“These  citizens  of 
Virginia  and  their 
families  from  Prince 
Edward  long  ago  earned 
the  harvest,”  he  wrote. 

“Don’t  mock  them  with  talk  of  seeds.  They 
planted  the  seeds  back  in  the  1950s,  plow¬ 
ing  the  hard  apartheid  ground  around 
them,  on  their  hands  and  knees,  digging 
space  in  the  American  dirt  with  their 
hands,  pulling  up  the  weeds  of  segregation 
by  the  roots  and,  when  no  rain  of  justice 
fell,  by  the  sweat  of  their  brow  nurtured  the 
harvest  —  the  constitutional  right  of  every 
American  child  to  a  public  education.” 

Woodley  also  helped  organize  a  rally  in 
Richmond  attended  by  several  hundred 
potential  scholarship  recipients,  who  trav- 


Prince  Edward  students 
in  front  of  their  closed 
school,  1961.  Left,  John 
Hurt  boards  the  school 
bus  to  an  April  rally. 

eled  there  on  Prince 
Edward  County  school 
buses.  “Everybody  at 
the  General  Assembly 
was  expecting  kids  on  a 
field  trip,  when  out 
come  50-year-old  men 
and  women,”  Woodley 
recalls.  Among  them 
was  John  Hurt,  locked  out  after  kinder¬ 
garten,  who  had  visited  Woodley’s  office 
to  shake  his  hand  after  the  key  editorial 
appeared.  He  later  received  a  scholarship; 
to  date,  more  than  100  people  have  applied 
for  them. 

Woodley  says  he  had  the  full  support  of 
his  publisher,  Steve  Wall,  in  all  his  efforts. 
Wall  is  the  grandson  of  J.  Barrye  Wall  who, 
as  the  Heralds  publisher  in  the  1950s,  sup¬ 
ported  the  Prince  Edward  school  closings 
in  the  pages  of  the  Farmville  Journal. 

Steve  Wall  expresses  pride  in  the  paper’s 


Product  placement  increases  revenue 


WHILE  THE  SILVER  SCREEN  AND 

boob  tube  are  rife  with  product 
placement,  the  concept  is 
creeping  into  the  pages  of  newspapers,  too. 
A  new  study  released  by  PQ  Media,  a 
research  firm  based  in  Stamford,  Conn., 
says  that  the  value  of  product  placement 
in  newspapers  is  expected  to  rise  16.9%. 

Arrangements  that  are  bartered,  paid, 
and  free  are  counted  towards  the  category. 
Barter  agreements,  such  as  when  a  movie 
critic  receives  a  ticket,  make  up  the 


bulk  of  the  $56  million,  at  83.3%.  But  paid 
deals,  such  as  when  an  auto  company  pays 
a  paper  to  include  its  model  in  a  story,  is 
the  fastest  growing,  up  22.5%  to  $2.8 
million  in  2004. 

The  numbers  may  seem  paltry,  but  it 
underscores  the  fact  that  advertisers  are 
looking  for  better  ROI  —  and  product  in¬ 
tegration  is  part  of  the  game.  “Publishers 
are  slowly  acquiescing  to  these  demands 
because  they  have  to,”  says  Patrick  Quinn, 
president  of  PQ  Media.  —  Jennifer  Saba 


current  role  as  “a  think  tank 
for  the  community,”  and 
notes  that  the  reaction  to 
the  scholarship  fund  has 
been  overwhelmingly  good. 

“How  could  you  not  sup¬ 
port  it?”  he  asks.  “I  had 
friends,  black  and  white, 
displaced  by  the  closings.” 
And  while  Wall  says  it  may 
seem  unusual  for  a  paper  to 
take  such  an  activist  stance, 
it’s  a  natural  for  a  small,  in¬ 
dependently  owned  weekly. 
“My  door  is  never  shut,”  he 
asserts.  “There’s  a  constant 
stream  of  people  in  here 
with  problems,  questions, 
or  suggestions  about  the  way  things  are 
run  in  the  community.  I  have  a  standard 
answer:  Write  a  letter  to  the  editor.” 

Woodley,  the  first  non-member  of  the 
Wall  family  to  become  editor  of  the  paper 
since  J.B.  Wall  purchased  it  in  1921,  was 
bom  in  Farmville  and  attended  nearby 
Hampden-Sydney  College.  The  Farmmlle 
Journal  was  the  only  place  to  offer  him  a 
job  when  he  graduated,  and  though  he 
never  expected  to  stay  for  decades,  he  found 
as  editor  he  had  a  chance  “to  do  something 
of  meaning  and  importance.” 

Past  cmsades  include  advocating  for  the 
state’s  uninsured  medical  catastrophe  fund, 
the  only  one  of  its  kind  in  the  nation.  (He 
is  now  urging  Congress  to  create  a  national 
version.)  He  also  supported  local  efforts  to 
preserve  as  a  museum  the  Farmville  school 
building  that  was  the  focus  of  a  1951  strike 
by  black  students  over  the  school’s  inferior 
condition.  The  strike  led  to  a  lawsuit  that 
eventually  became  part  of  the  U.S.  Supreme 
Court’s  historic  Brown  v.  Board  of  Educa¬ 
tion  decision  in  1954. 

A  few  years  ago,  Woodley  was  going 
through  some  family  albums  and  found  a 
1959  photo  of  himself,  blonde-haired  and 
smiling,  standing  on  a  sidewalk  not  far 
from  the  Prince  Edward  County  court¬ 
house.  “At  that  very  time  the  community 
was  deciding  to  close  their  school,”  he  says 
mefiilly.  “Some  very  funny  sets  of  coinci¬ 
dences  and  circumstances  brought  me 
back  to  this  community,  something  that 
needed  doing.  I’ve  gotten  e-mails  from  all 
over  the  country,  from  people  to  whom  this 
means  a  great  deal.  Hopefully  people  vnll 
look  around  in  their  own  communities, 
and  see  opportunities  for  reconciliation. 
Every  week  I  think  of  editorials  as  getting 
up  in  the  pulpit,”  he  adds.  “I  feel  blessed 
and  lucky  to  do  what  I’ve  done.”  (1 
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Da^  b)  day:  FAS-FAX  breaks  it  all  out 


New  publisher’s  statement 
^ill  listcirc  on  a  daily  basis 


BY  JENNIFER  SABA 

A  PUBLISHER’S  STATEMENT  MAY  BE 
chock  full  of  data,  but  it’s  never 
been  known  for  its  ease  of  use. 
“That  is  advertisers’  No.  1  gripe,”  says 
David  Dadisman,  who  chairs  an  Audit 
Bureau  of  Circulations  committee  and 
serves  as  vice  president  of  circulation  at 
The  Washin^on  Post.  “The  publisher’s 
statement  is  too  hard  to  read.” 

The  problem  stems  in  part  from 
papers  having  too  much  flexibility  in 

reporting  daily  circu¬ 


lation  averages.  Like 


The  new  publisher’s  statement  will  list  for 
each  day’s  core  circulation  from  Monday  atw 
through  Sunday,  as  well  as  a  Monday-  hai 

through-Friday  average  to  match  the  read-  ly  t 
ership  number.  There’s  an  optional  ninth  tioi 
column  where  newspapers  can  cherry-pick  usi 
their  best  cumulative  average,  as  well  as  a 
separate  line  for  electronic  editions  and  an; 

“unique  editions”  which,  in  the  case  of  the  she 

Chicago  Tribune,  for  example,  could  be  ag* 

*«w»«us«c»s«i»siB0y^  *1,21  a«s 

^blication  Name 

wm.Mwffi—m  ^^•^•“•walsopirticipBesBtieABC  _ _ 
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NEWSWER  PUBUSHER  S  STATElim 

AttytoKn  (Blue  CtHtnty).  Illinois 


—  scon  HANSON/ABC 


smearing  Vaseline  on  a  camera  lens,  | 
publishers  can  present  their  numbers  j 
in  the  most  flattering  light.  They  can  ! 

report  numbers  for  Monday  through 
Tuesday,  Wednesday  through  Friday, 
Monday  through  Saturday,  or  any 
number  of  possible  combinations. 

The  arrangements  also  can  be 
changed,  making  year-over-year 
comparisons  a  real  headache. 

This  fall  however,  things  will  be 
different.  The  Audit  Bureau  will 
unveil  a  new  publisher’s  statement  i 

format  that  requires  papers  to  report  j 
circulation  on  a  daily  basis.  For  the 
six-month  period  ending  September 
2005,  about  half  of  all  newspapers  filing 
with  ABC  vvdll  be  using  the  new  design, 
pictured  at  right  for  the  first  time. 

The  idea  had  been  considered  for  several 
years,  says  Scott  Hanson,  ABC’s  senior  vice 
president  of  auditing.  But  it  gained  trac¬ 
tion  in  the  wake  of  the  2004  circulation 
scandals  and  the  ensuing  calls  for  more 
transparency. 
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used  for  RedEye. 

The  Washington  Post’s  Dadisman,  who 
also  chairs  the  Newspaper  Association  of 
America/ABC  circulation  subcommittee, 
says  that  most  newspapers  have  been 
amenable  to  the  idea,  although  concerns 
were  voiced  in  smaller  markets.  Newspa¬ 
pers  with  a  circulation  of 25,000  or  under 
have  the  option  of  using  the  day-of-week 


format.  However,  if  a  paper  shows  a  fluctu¬ 
ation  of  15%  or  more  on  any  given  day,  it 
has  to  break  out  that  circ  number  separate¬ 
ly  to  prevent  any  skewing.  Another  excep¬ 
tion:  Publishers  can  repxirt  unsold  copies 
using  a  weighted  average. 

The  printed  FAS-FAX  will  not  appear 
any  different  from  past  reports;  it  will  still 
show  Sunday  circulation  and  a  daily  aver¬ 
age.  The  Excel  version,  however,  will  break 
out  the  days  of  the 
j  week.  “We  didn’t 
i  want  to  turn  the 
He  I  [print]  FAS-FAX 

1  '  into  the  Yellow 

“  S  Pages,”  says  Hanson. 

“  "  j  Advertisers  be- 

■;  j  lieve  the  new  report 

Cor  6  months, mMStpttmbtr  30.  2005  {  will  bc  relief  for 

snthaomo,  j  bleary  eyes.  “It’s  a 

-  I  real  plus,  and  a  posi- 

■  five  move  for  the  in- 

i2,m  )MM  31.M  ,  „  , ,  , 

xm  xna  nm  nm  i  dustiy,  says  Merle 

”  “  '  Davidson,  director  of 

-TLiS  kM  ToS— itg  j  media  services  at  JC 

I  Penney  Corp.  and  an 

»  «o  I  ABC  board  member. 

»»  ^  I  really  gives  us 

j  greater  visibility,  es- 

1  1  pecially  when  we  ad- 

_ a  •  0  0 

"  »  ~T»  »  vertise  multiple  days. 

****»•»"»»»«  j  Until  now,  publish- 
»  MO  )g  HO  j  ers  were  capable  of 

M  M  S  M  ;  providing  advertisers 

(SO  7S0  6S0  7S0  [  •/»  i  •! 

to*  iMT  specinc  daily  averages 

"  m  ifrequested,  but  those 

am  mw  lUM  njw  j  numbers  weren’t  vet- 

0  0  !  J  I  tedbyABC.  Also,  they 

i  wereo  t  oet-Rveraged 
I  DavidsOO  OOteS, 

-  adding,  “That’s  some- 

>*••.  '  thing  we  strive  for.” 

“  “  Test  will  be 

- ~  o’^ooM  how  much  advertisers 

use  this  information  to 
try  to  squeeze  ad  rates. 
Bryan  Jackson,  director  of  newspaper  in¬ 
vestment  at  OMD  in  Atlanta,  is  keeping  a 
close  watch.  He  places  millions  of  dollars 
in  newspapers  with  accounts  like  Cingular 
and  Johnson  &  Johnson.  “Realistically,  it 
won’t  impact  us  until  next  year,”  he  says, 
adding  that  he  has  already  set  contracts 
in  place.  “We  are  certainly  curious  to  see 
the  difference.”  11 
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Honor  for  the fallen 


J-prof ’s  FOIA  suit 
nets  soldiers’  photos 


BY  LESLEY  MESSER 

ON  Aug.  4,  THE  Pentagon  agreed 
to  henceforth  respond,  as  expedi¬ 
tiously  as  possible,  to  all  future 
Freedom  of  Information  requests  for  pho¬ 
tos  of  the  returning  coffins  of  service  mem¬ 
bers  killed  in  Iraq.  In  press  accounts,  credit 
for  this  change  of  course  —  the  result  of  a 
legal  settlement  — 
was  often  given  to 
a  surprising  source: 
a  j-school  professor 
in  Delaware. 

Ralph  Begleiter,  a 
professor  of  commu¬ 
nication  and  distin¬ 
guished  journalist  in 
Ralph  Begleiter,  residence  at  the  Uni- 
who  led  the  charge  of  Delaware, 

filed  a  FOIA  lawsuit  in  the  fall  of 2004, 
accusing  the  Pentagon  of  using  delaying 
tactics  in  response  to  his  repeated  requests 
for  the  images.  “I’m  not  one  who  thinks  we 
should  sue  for  the  sake  of  suing,  but  we  ac¬ 
complished  a  goal,”  he  says.  “My  feeling  is 
that  these  photos  are  being  created  for  doc¬ 
umenting  the  progress  of  the  war,  and  that 
documentation  of  war  ought  to  be  part  of 
the  public  record.” 

Begleiter  worked  as  a  foreign  corre¬ 
spondent  for  CNN  from  1981  to  1999 
before  turning  to  teaching.  “I’ve  been  a 
little  surprised  that  journalist  hopefuls 
seem  a  little  reluctant  about  the  concept 
of  challenging  authority,”  he  says.  “So  I 
talk  about  the  Freedom  of  Information 
Act  as  one  way  citizens  can  challenge  their 
government,  not  only  legally  but  with 
good  purpose.  That’s  the  whole  watchdog 
function  of  the  news  media.” 

The  case  began  for  Begleiter  after  hear¬ 
ing  about  Russ  Kick,  who  runs  a  Web  site 
called  The  Memory  Hole.  Kick  had  filed  a 
request  for  images  from  Afghanistan.  The 
government  provided  them,  but  a  week 
later  declared  that  displaying  the  photos 
violated  the  rights  of  the  soldiers’  families. 
The  statement  also  said  that  no  other 
photographs  would  be  released. 

In  April  2004,  Begleiter  asked  for  images 
of  military  personnel  killed  in  Iraq.  When 
he  hadn’t  received  anything  by  October, 


have  to  comply  with  the  law  and  the  docu¬ 
ments  would  have  to  be  released.  In  the 
end,  that’s  what  they  did.” 

Since  1991,  the  Pentagon  has  barred 
images  of  coffins,  purportedly  to  protect 
the  privacy  of  the  casualties’  families.  But 
Begleiter  says  that  the  Pentagon’s  letters  to 
him  never  mentioned  the  families.  Instead, 
they  focused  on  the  safety  of  the  soldiers 
involved.  In  April,  responding  to  Begleiter, 
the  Pentagon  released  more  than  700 
photos,  but  many  blacked  out  the  faces  of 
troops  serving  as  honor  guards  (pallbear¬ 
ers)  at  military  funerals. 

“They  call  it  ‘redaction,’  but  I  call  it  cen¬ 
sorship,”  he  says.  Begleiter  explains  that  the 
photographs  do  not  reveal  anything  about 
the  identity  of  the  casualty,  and  that  the 
redactions  mar  “the  sad  and  proud  faces 
of  those  who  have  volunteered  to  be  honor 


guards  for  their  comrades  who  died  in 
combat.”  The  latest  release  this  summer 
included  five  previously  unreleased  photos, 
and  about  two  dozen  uncensored  photos 
that  had  been  redacted  before.  (The  photo¬ 
graphs  can  be  found  on  the  National 
Security  Archive’s  Web  site.) 

“These  images  aren’t  for  me.  I  sought 
them  on  behalf  of  the  public,  and  I  had  to 
find  a  way  to  make  sure  that  the  public 
could  access  them,”  Begleiter  says.  “I’ve  had 
a  number  of  schools  contact  me  that  are 
studying  the  Freedom  of  Information  Act. 
All  sorts  of  news  organizations  have  made 
use  of  the  photos.  These  images  were  creat¬ 
ed  by  the  government,  taken  by  and  for  the 
taxpayers  and  the  citizens  of  the  United 
States,  including  the  families  of  those  who 
died  in  the  war.”  Begleiter  is  also  seeking 
video  footage.  ® 


he  decided  to  take  legal  action.  Under 
FOIA,  federal  agencies  must  respond  in 
some  way  to  requests  within  20  working 
days.  Complexity  and  the  scope  of  the  re¬ 
quest  are  factors  in  how  long  it  takes  for  an 
answer,  but  if  there’s  no  answer  within  that 
time,  the  person  seeking  the  information 
can  take  the  case  to  court. 

“I  wasn’t  surprised  when  it  developed 
that  way,  but  I  was  neither  itching  for  it  nor 
expecting  a  lawsuit,”  he  says.  “I  thought 
when  we  made  the  case  for  the  release,  the 
government  would  recognize  that  they’d 


A  U.S.  Navy 
honor  guard  is 
pictured  in  these 
photographs 
released  by  the 
Pentagon  on 
Aug.  4,  which 
show  the  “sad 
and  proud”  faces 
of  volunteers  for 
this  task. 
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Iraq  losses  hit  military  camps  hard 


BY  LESLEY  MESSER 

Darrin  Mortenson,  a  staff  mili- 
tary  reporter  for  the  North  County 
Times  in  Escondido,  Calif.,  is  all 
too  familiar  with  war.  In  the  past  three 
years  he’s  been  to  Iraq  three  times  as  an 
embed,  covering  everything  from  the 
invasion  to  battles  in  Fallujah  and  the 
January  elections. 

He  maintains  that  as  important  as  it  is  to 
report  from  the  field,  it’s  equally  vital  back 
home  to  write  about  the  soldiers  who  fall  in 
the  line  of  duty.  When  unnamed  casualties 
are  first  reported,  Mortenson  says  former 
embedded  reporters  fear  they  will  “recog¬ 
nize  the  name  or  a  unit  over  there.  It’s 
something  that  affects  everyone  involved  in 
the  project,  even  when  we’re  not  deployed. 
It’s  personal.” 

But  Mortenson’s  newspaper  has  an  addi¬ 
tional  responsibility:  It  covers  the  Camp 
Pendleton  community.  Camp  Pendleton  is 
among  the  bases  in  the  United  States  that 
have  suffered  the  most  casualties  in  Iraq, 
with  at  least  222  dead  as  of  Aug.  11. 

The  newspaper  receives  word  of  military 
deaths  the  same  way  other  papers  do  — 
from  the  Pentagon’s  Web  site.  Generally, 
the  information  is  limited.  It’s  then  up  to 
Mortenson  and  his  newspaper  to  fill  in  the 
blanks  and  paint  a  fuller  picture. 

“Sometimes  we  do  extensive  features,” 


Darrin  Mortenson,  at  work  on  his  laptop  in  Iraq.  Now,  back  home, 
the  North  County  Times  reporter  strives  to  humanize  fallen  soldiers. 


he  says.  “Before  Father’s  Day,  I 
spent  three  days  with  a  family  [in 
Austin,  Texas]  who  lost  their  son. 

We  have  a  whole  team  of  reporters 
who  have  gone  into  the  community 
and  followed  widows.” 

In  his  story  about  25-year-old 
Sgt.  Byron  Norwood  of  Pflugerville, 

Texas,  Mortenson  included  details 
that  helped  readers  to  appreciate 
the  kind  of  person  he  was  and  the 
relationship  he  had  with  his  par¬ 
ents.  “In  the  end,  I  could  not  save 
him,”  Norwood’s  father.  Bill,  wrote 
to  a  fnend  as  he  contemplated  his 
first  Father’s  Day  without  his  son. 

“Every  day  I  prayed  to  trade  this 
53-year-old  body  with  his  strong 
25-year-old  one,  should  someone 
need  to  depart  this  life.  I  should  have 
known  that  is  not  how  it  works.” 

By  telling  stories  such  as  this,  Mortenson 
is  able  to  make  readers  understand  that 
troops  from  Camp  Pendleton  are  more 
than  numbers  on  the  casualty  list.  And 
even  though  they  might  not  hail  from  the 
area,  their  tie  to  Camp  Pendleton  makes 
them  just  as  important  to  readers. 

“You’re  just  trying  to  do  them  a  little 
justice  in  the  half  hour  you  have  on  the 
phone  with  somebody.  You  ask  them  to  tell 
a  story.  Just  bring  out  the  person,”  he 
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^  ^  1  Reporter  Chris 
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he  must  do 
PISi  1  his  subjects 
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1  more  than  a 
,  brief  in  the 

I'fggSll  paper.” 


^  Jg?  reveals. 

Sul'  °  of  it,  I  always 

feel  lucky.  I 

always  feel  good  that  they  opened  up  to 
me  the  way  they  did,  and  it  seems  I  always 
leave  them  feeling  better  than  they  did 
when  I  called.  That’s  the  only  thing  that 
makes  it  easier.” 

Across  the  country,  Chris  Mazzolini, 
military  reporter  for  The  Daily  News  in 
Jacksonville,  N.C.  (near  Camp  Lejeune), 
performs  much  the  same  function.  After 
learning  the  name  and  hometown  of  a 
fatality  from  the  base,  he  usually  calls  the 
dead  soldier’s  local  paper  to  get  whatever 
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ERICH  SCHLEGEL,  THE  DALLAS  MORNING  NEWS,  AUG.  5 

IT  WAS  LYLE  LOVETT  WHO  SANG,  “YoU  CAN  HAVE  MY  GIRL, 
but  don’t  touch  my  hat”  —  even  though  his  girl  at  the  time 
was  Julia  Roberts.  These  men,  however,  might  very  well 
agree  with  that  sentiment.  Here,  120  new  state  troopers  attend 
their  graduation  ceremony  in  Austin,  Texas.  —  Greg  Mitchell 


‘USA  Weekend’  celebrates  20  years 


details  he  can.  The  only  time  he  really 
writes  an  in-depth  profile  is  if  the  casualty 
has  roots  in  the  area. 

“You  try  to  find  a  new  way  to  do  it,  but 
it’s  hard,”  he  explains.  “It’s  something  you 
have  to  do,  but  you  don’t  enjoy  doing  it. 

You  feel  like  they  deserve  a  little  more 
than  a  brief  in  the  paper.”  It’s  critically 
important  for  the  community  because 
so  many  people  are  involved  with  the  mili¬ 
tary,  he  says.  But  so  far,  most  of  his  reader 
response  comes  from  Marines  overseas, 
thanking  him  for  recognizing  their  fHends. 

Jay  Price,  a  military  affairs  reporter  for 
The  News  &  Observer  in  Raleigh,  which 
also  covers  Camp  Lejeune,  speaks  with 
great  emotion  about  his  job  of  reporting 
on  war  casualties.  Like  Mortenson,  he’s 
had  experience  as  an  embed  in  Iraq.  Now 
he  writes  a  profile  about  every  casualty 
from  Camp  Lejeune  and  Fort  Bragg,  based 
on  whatever  information  he  can  gather 
from  loved  ones  and  other  sources. 

In  May,  when  he  wrote  a  profile  on 
Lance  Cpl.  Taylor  B.  Prazynski  of  Fairfield, 
Ohio,  the  soldier’s  father  learned  Price 
had  been  stationed  very  close  to  the  place 
where  his  son  had  been  killed.  “He  wanted 
to  know  every  little  detail.  How  the  place 
looked.  How  the  Iraqis  behave  there.  He 
just  wanted  to  visualize  his  son’s  last  few 
days,”  the  reporter  recalls. 

When  speaking  to  families  and  fHends 
of  the  deceased,  comments  supporting 
the  war  often  come  up  —  but  Price  rarely 
probes  those  views.  Most  families  come 
out  in  favor  of  President  Bush.  “That’s 
much  more  common  than  for  someone 
to  get  upset  and  say,  ‘I  don’t  know  what 
they’re  doing  there’  or  ‘They  should  bring 
them  all  home,’”  he  says.  Instead,  Price 
adds,  “They’ll  say,  ‘By  the  way,  we  still 
support  this  administration.  We  still 
support  this  war.’” 

Out  in  California,  Mortenson  says 
making  that  first  phone  call  to  a  grieving 
family  is  the  hardest  part.  And  on  some 
occasions,  the  family  isn’t  reachable  at 
all  or  just  doesn’t  want  to  talk.  “It’s  sad. 

I  know  that  they  had  a  story  to  be  told 
just  like  the  other  guys,”  he  says.  “But  a 
lot  of  times  that’s  what  happens,  and 
that’s  all  we  get.” 

The  feeling  of  obligation  to  fallen  troops 
stems  not  only  from  the  wish  to  help  their 
families,  but  also  out  of  personal  responsi¬ 
bility  to  the  casualties  themselves.  In 
several  cases,  Mortenson  discovered  he 
knew  the  soldiers  who  were  killed.  “I  feel 
like  I  owe  it  to  them  especially  after  being 
out  there  with  them,”  he  says.  ® 


BY  JENNIFER  SABA 

N  Sept.  8,  USA  Weekend  will 
celebrate  its  20th  anniversary  as 
a  Sunday  magazine.  It  wasn’t 
always  in  the  form  it  is  now.  Gannett  pur¬ 
chased  the  publication  formerly  known  as 
Family  Weekly—  founded  in  1953  —  from 
CBS  and  relaunched  its  own  brand.  The 


idea,  says  USA  Weekend  President  and 
CEO  Marcia  Bullard,  was  to  help  newspa¬ 
pers  attract  newer,  younger  readers.  In 
the  mid-to-late  1980s,  that  meant  baby 
boomers.  As  they  have  aged,  the  magazine 
has  shifted  its  focus  —  the  new  target 
demo  is  adults  aged  from  25  to  45. 

Bullard  claims  the  magazine  is  netting 
younger  readers  with  stories 
focused  on  music  —  the  July 
24  issue  featured  Coldplay  on 
the  cover  —  and  on  health 
topics  such  as  how  to  cope 
with  the  needs  of  aging  par¬ 
ents.  Circulation  has  grown. 
Twenty  years  ago,  it  appeared 
in  225  newspapers  with  a  circ 
of  13  million.  Now  it’s  in  more 
than  600  papers,  with  a  circ 
of  22  million.  @ 


The  first  issue  (left)  dated  Sept.  8,  1985,  and  in  Jan.  2005 
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Stoiy  maps: ‘Here’S  the  scoop’ 


BY  JOE  STRUPP 

WHEN  JiiE  New  York  Times  on 
July  16  broke  the  stoiy  of  a 
2003  State  Department  memo 
that  had  become  a  key  element  in  the 
Valerie  Plame  leak  investigation,  the  paper 
scored  a  major  exclusive.  But  when  The 
Washington  Post  hit  newsstands  that 
very  same  Saturday,  it  had  its  own  version 
of  the  same  story.  It  even  credited  the 
Times  for  the  same-day  scoop. 

Welcome  to  life  under  the  Washington 


Post-New  York  Times  swap.  As  part  of  a 
secret  arrangement  formed  more  than  10 
years  ago,  the  Post  and  Times  send  each 
other  copies  of  their  next  day’s  front  pages 
every  night.  The  sharing  began  as  a  cour¬ 
tesy  between  Post  Executive  Editor  Leonard 
Downie  Jr.  and  former  Times  Executive 
Editor  Joseph  Lelyveld  in  the  early  1990s 
and  has  continued  ever  since. 

“It  seemed  logical,  because  for  years 
we  would  always  try  to  get  a  copy  of  each 
other’s  papers  as  soon  as  they  came  out,” 


Dovmie  tells  E^P.  “It  made  sense  to  both 
of  us  to  make  it  simpler  for  everybody.” 
Lelyveld,  who  left  the  Times  in  2001, 
declined  comment. 

The  Plame  memo  story  is  a  good  exam¬ 
ple  of  the  swap’s  success.  Although  the 
Times  did  not  post  the  memo  story  on  its 
Web  site  the  previous  evening,  as  it  often 
does  with  next-day  stories,  it  was  placed 
on  the  e-mailed.  Page  One  image  the  Post 
received  at  around  11  p.m.  on  July  15. 
When  the  Posfs  editors  saw  the  scoop,  they 
assigned  reporters  Mike  Allen  and  Jim 
VandeHei  to  track  it  down. 

“We  were  able  to  match  it,  and  got  it  in 
the  [July  16]  second  edition,”  recalls  Vince 
Bzdek,  a  Post  news  editor  who  was  on  duty 


Wanted: 

Senorita 

masfina 


BY  MARK  FITZGERALD 

The  first  time  someone  suggest- 
ed  El  Diario  La  Prensa  should  hold 
beauty  contests  and  crown  reinas 
(queens)  for  its  floats  in  New  York  City’s 
many  ethnic  Hispanic  parades,  Publisher 
and  CEO  Rossana  Rosado  was  appalled. 

“I  said,  ‘Oh,  absolutely  not.’  I  hate  that 
whole  concept,”  she  recalls.  But  the  more 
she  thought  about  it,  the  more  she  warmed 
to  the  idea.  For  one  thing,  the  beauty  queen 
remains  a  cultural  phenomenon  among 
Latin  Americans, 
with  the  women 
representing  pride 
and  accomplish¬ 
ment  as  well  as 
beauty. 

So  in  2004, 

Diario  became  the 
only  big-city  news¬ 
paper  in  America 
to  sponsor  its  own 
beauty  queens.  This 
summer,  the  Span- 
ish-language  paper  chose  a  “Reina  de  El 
Diario”  to  represent  communities  from 
Colombia,  Ecuador,  Peru,  the  Dominican 
Republic,  Mexico,  Puerto  Rico  and,  this 
month,  all  of  Hispanidad. 

The  winners  aren’t  just  one-dimensional 


Manuel  Mirabal,  left,  Miss  Puerto  Rico  Universe  2004  Alba  Giselle  Reyes, 
and  Miss  El  Diario  Melissa  Quesada  at  the  Puerto  Rican  Day  Parade. 


knockouts,  Rosado 
says.  Last  year’s  queen 
for  Puerto  Rico  passed 
the  bar  exam  three 
weeks  after  appearing 
in  the  Puerto  Rican 
Day  parade.  This  year’s 
winner  is  an  expert 
Nissan  mechanic, 
Rosado  says,  “in  addi¬ 
tion  to  being  drop-dead  gorgeous.” 

Last  year’s  Colombian  queen  turned  out 
to  be  a  promotional  bonanza  for  the  news¬ 
paper.  Lina  Maria  Villarejo  Umaha’s  moth¬ 
er  was  a  newspaper  hawker  who  sold  El 
Diario  in  Queens  —  a  storj'  that  was  picked 


up  by  the  popular  Univision  morning  TV 
show  Despierta  America. 

El  Diario  sponsored  beauty  queens 
throughout  the  1950s  and  1960s,  a  period 
in  New  York  City  when  a  brewer  sponsored 
a  Miss  Rheingold  contest  and  the  MTA 
crowned  a  Miss  Subway.  The  revival  is 
driving  newspaper  sales  and  creating  read¬ 
er  excitement,  Rosado  says:  “Even  the  staff 
is  into  it  —  everyone  wants  the  best  reind? 

El  Diario  also  has  a  more  politically 
correct  program  for  celebrating  women. 
Each  March  for  the  last  10  years  it  has  hon¬ 
ored  mostly  unsung  Latinas  at  a  women’s 
luncheon.  This  year’s  guest  speaker  was 
U.S.  Sen.  Hillary  Clinton.  11 
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a  retirement  home.” 

Taubman  said  it  was  much 
harder  back  then  to  nail  down  a 
story  that  had  just  run  in  the 
Post  in  time  for  the  same  day's 
edition  of  the  Times.  He  re¬ 
called  a  Post  stoiy  by  Bob 
Woodward  in  1979  or  1980  that 
broke  news  on  the  intelligence 
beat,  which  he  found  out  about 
through  the  early  edition  of  the 
paper.  “I  had  to  chase  it  that 
night,  and  I  had  no  sources,” 
Taubman  recalls.  “I  found  one 
person  and  he  gave  me  some 
material  so  I  could  match  it.” 

Now  he  notes  there  have  been 
some  stories  that  the  Post  did 
not  place  on  its  Web  site  the 
night  before,  and  even  delayed 
until  the  later  editions  in  an  apparent  effort 
to  deny  the  Times  a  follow-up  chance.  “We 
were  never  sure  if  they  held  it  back  to  blind 
us,”  says  Taubman. 

The  Times-Post  rivalry  is  unique  in  that  it 
is  believed  to  be  the  only  one  that  involves 
two  newspapers  located  some  200  miles 
apart,  but  with  a  competition  that  rivals  any 
two-newspaper  city.  “This  is  really  a  peer 
group  of  two,”  explains  Kaiser.  The  Los 
Angeles  Times  “has  a  place  in  it,”  he  ob¬ 
serves,  “but  it  is  not  the  same  because  it  is 
in  a  different  time  zone.  There  is  really 
nothing  else  like  it.”  ® 
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New  Jersey 
Star-Ledger 
readers  had  a 
hand  in  naming 
the  Turtle  Back 
Zoo’s  two  black 
bear  cubs.  An 
official  ceremo¬ 
ny  followed 
in  August. 


BY  JOE  STRUPP  readers  clipped  entry  forms 

SOME  PEOPLE  MAY  BE-  from  the  print  edition  and 
lieve  newspapers  have  mailed  them  in.  When  the 
gone  to  the  dogs.  But  in  votes  were  counted,  the  win- 
New  Jersey  and  Minnesota,  it’s  ning  entries  were  “Jelly”  and 

more  like  bears  and  dolphins.  “Jam.”  Zoo  administrators 
At  The  Star-Ledger  of  Newark,  then  staged  a  naming  ceremo- 

N.  J.,  and  The  Star-Tribune  of  ny  with  local  elected  officials. 

Minneapolis,  new  arrivals  at  Out  in 

zoos  have  made  for  new  mar-  Minneapolis,  UHpLaBPW 
keting  opportunities.  meanwhile, 

The  Star-Ledger  used  the  it  was  a  new- 

arrival  of  two  black  bear  cubs  bom  baby 
at  the  'Ibrtle  Back  Zoo  in  West  dolphin  at  the 
Orange,  N.J.,  to  launch  its  Minnesota 

competition,  which  drew  Zoo  that 

3,738  votes  in  11  daj's  in  late  sparked  a  similar  move. 

July,  according  to  City  Editor  Unlike  the  Star-Ledger,  Star- 
Sieve  Liebman.  He  said  more  Tribune  officials  limited  their 
than  2,700  of  these  were  naming  competition  to  the 

e-mailed,  whUe  at  least  1,000  Internet,  allowing  only  online 


who  oversees  the  name  game, 
says  the  promotion  is  “giving 
people  a  way  to  be  involved 
and  generating  attention  for 
the  zoo.  The  zoo  is  also  pro¬ 
moting  the  paper  on  its  Web 
site.”  But,  unlike  the  Star- 
Ledger,  which  chose  its  winner 
through  a  strict  vote  count,  the 
Star-Tribune  entries  are  only 
serving  as  nominations  for 
a  name  the  zoo  will  select. 


B  entries  for  the 
contest  that 
ran  from  July 

restrictions 
did  not  seem 
to  matter;  more  than  10,000 
online  submissions  were  re¬ 
ceived  during  the  first  week. 

Ginny  Linehan,  a  Star- 
Tribune  account  executive 


HHi 

AIQwdiNo.2 
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CALIFORNIA 

Dean  Baquet 

Dean  Baquet  has  been  named  executive 
vice  president  and  editor  of  the  Los  Ange¬ 
les  Times.  Baquet,  48,  most  recently 
served  as  managing  editor.  Baquet  came 
to  the  West  Coast  in  2000  from  The  New 
York  Times,  where  he  was  national  edi¬ 
tor;  he  started  in  New  York  in  1990,  and 
served  as  a  metropolitan  reporter,  special 
projects  editor,  and  deputy  metro  editor.  Before  that,  he  headed 
the  Chicago  Tribune  team  that  won  the  1988  Pulitzer  Prize 
for  investigative  reporting  on  corruption  in  the  Chicago  City 
Council.  He  succeeds  John  S,  Carroll,  who  resigned  in  July. 


ALABAMA 

Faye  McBride  has  been  named  publisher 
of  the  Scottsboro  Daily  Sentinel.  McBride 
most  recently  served  as  publisher  of  The 
Weekly  Post  in  Rainsville,  and  previously 
served  as  the  Sentinefs  business  manager. 

Wayne  Mitchell  has  been  named  executive 
editor  of  the  TimesDaily  in  Florence. 

He  most  recently  was  editor  and  vice 
president  of  the  Independent-Mail 
in  Anderson,  S.C. 

CALIFORNIA 
John  I  O’Loughlin  has  been  named  senior 
vice  president  of  marketing,  planning, 
and  development  at  the  Los  Angeles 
Times.  O’Loughlin  most  recently  was 
general  manager  of  the  Chicago  Tribune's 
youth  tab  RedEye. 


Elaine  Zinngrabe  has  been  appointed  gen¬ 
eral  manager  of  the  Daily  Pilot  in  Costa 
Mesa.  She  most  recently  was  director  of 
the  Los  Angeles  Times'  Interactive  divi¬ 
sion.  In  her  new  capacity,  she  will  super¬ 
vise  all  day-to-day  operations  at  the  Daily 
Pilot,  Huntington  Beach  Independent, 
and  Laguna  Beach  Coastline  Pilot. 

FLORIDA 

Brian  White  has  been  named  sports  editor 
of  the  South  Florida  Sun-Sentinel.  White 
most  recently  served  as  assistant  sports 
editor  and  deputy  sports  editor. 

David  Jest  has  been  named  director  of  local 
advertising  for  The  Miami  Herald.  Jost 
most  recently  was  senior  manager  of 
cross-media  advertising  for  the  South 
Florida  Sun-Sentinel. 


G  E  O  R  O  I  A 

Michael  Gebhart  has  been  named  publisher 
of  The  Albany  Herald  and  vice  president 
of  that  paper’s  parent  company.  Gray 
Publishing  LLC.  Gebhart  has  served  as 
vice  president  and  general  manager  of 
the  Albany  Herald  since  2004. 

HAWAII 

Jason  Taylor  has  been  promoted  to 
advertising  director  at  The  Honolulu 
Advertiser,  from  retail  advertising 
director.  He  replaces  Stan  Howard,  who 
has  become  advertising  director  for  the 
Argus-Leader  in  Sioux  Falls,  S.D. 

ILLINOIS 

Mike  Bailey  has  been  named  editorial  page 
editor  of  the  Journal  Star  in  Peoria,  Ill. 
Bailey  is  promoted  from  associate  editor. 
He  succeeds  Barbara  Mantz  Drake. 

INDIANA 

Randy  Mitchell  has  been  named  the  new 
publisher  of  The  Wabash  Plain  Dealer 
and  the  Peru  Tribune.  Mitchell  joins  the 
Plain  Dealer  from  The  Jonesboro  (Ark.) 
Sun,  where  he  was  circulation  director. 

IOWA 

Joyce  Dehli  has  been  promoted  to  director 
of  editorial  development  at  Lee  Enterpris¬ 
es.  Dehli  most  recently  was  an  editorial 
training  manager  for  Lee,  and  previously 
serv’ed  as  managing  editor  of  the  Wiscon¬ 
sin  State  Journal  in  Madison. 

Mike  Drey  has  been  named  the  new  pub¬ 
lisher  of  the  Shenandoah  Valley  News 
Today.  Drey  comes  to  the  Shenandoah 


MICHIGAN 

Jeffrey 
N.  Evans 

has  been  named 
publisher  of  the 
Daily  News  in 
Ludington.  Evans  has  served  as 
general  manager  since  2002. 


Karen  BrowTi  Dunlap, 
president  of  the  Poynter 
Institute  for  Media  Stud¬ 
ies,  received  the  2005 
Gerald  Sass  Award  for 


Distinguished  Service 
to  Journalism  and  Mass 
Communication.  The 
award  is  given  by  the 
Association  of  Schools 
of  Journalism  and  Mass 
Communication. 


Grade  Montgomery’, 
co-publisher  of  The 
Purcell  (Okla.)  Register, 
has  begun  her  one-year 
term  as  president  of  the 


Oklahoma  Press  Associ¬ 
ation.  Dadd  Stringer, 
publisher  of  the  Norman 
Transcript,  will  serve 
as  vice  president. 

The  Missouri  Newspaper 
Hall  of  Fame  plans  to 


induct  newspapermen 
Percy  Pascoe,  Ed 
Wat.son,  H.  Denny 
Dads,..R.B.  “Bob” 
Smith  III,  and  posthu¬ 
mously,  Charles  Elling- 
house,  this  month. 
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I  don't  think  of  myself  as  an  Arab-American,  but  as  an  American  of 
Arab  ancestry.  When  people  question  your  loyalty,  that  tugs  at  you. 

-Sgt.  Omar  Masry 


Whyl 
Choose 
To  Serve 

TheChalfcnge 
for  Arab-Americans 
intheU.S.  Military 


Changing  Lives  Every  Sunday 


www.parade.com 
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MICHIGAN 

David  J.  Butler  has  been  named  editor  and 
publisher  of  The  Detroit  News.  He  most 
recently  served  as  editor  of  the  Los 
Angeles  Daily  News  for  nine  years. 


A1  Aronowitz  i 

MUSIC  WRITER,  NEW  YORK  POST  i 

77,  Died  August  1 

Like  him  or  loathe  him,  music  writer  Al  j 

Aronowitz,  a  iVieiu  ybrAr  Posf  reporter  in  the  ,.w 

1960s,  was  famous  for  orchestrating  one  of  yT 

the  most  important  meetings  in  rock  ‘n’  roll  history.  j  H 

Aronowitz  —  one  of  the  first  mainstream  journal-  ^  .  A  7  M 

ists  to  write  extensive  features  about  rock  music  and  ^  M 

the  wTiters  of  the  Beat  Generation  —  was  already  |  ^  Pj 

enamored  with  the  folk  stylings  of  Bob  Dylan  when 

he  went  to  Britain  in  1964  to  pen  a  story  about  the  -.i, 

growing  popularity  of  a  pop  group  called  The  Beatles.  The  ensuing  feature,  which 
clocked  in  at  more  than  10,000  words,  ran  in  the  Saturday  Evening  Post. 

That  summer,  on  Aug.  28, 1964,  Aronowitz  introduced  the  Beatles  to  Dylan  at 
New  York’s  Hotel  Delmonico.  According  to  legend,  Aronowdtz  offered  some  mari¬ 
juana  to  the  Beatles,  who  reportedly  had  never  tried  it.  After  that  summit.  The 
Beatles  began  to  write  stronger  lyrics,  and  Dylan  essentially  invented  folk  rock. 

Aronowitz  also  tried  his  hand  at  managing  several  rock  acts  before  his  editors  at 
the  Post  grew  weary  of  his  arrogant  personality  —  he  once  claimed  that  the  ’60s 
“would  not  have  been  the  same”  without  him  —  and  his  extracurricular  pursuits, 
and  fired  him  in  1972.  His  wife  Ann  died  of  cancer  that  same  year.  Aronowitz  dis¬ 
appeared  from  the  public  view  until  the  mid-1990s,  when  he  launched  a  Web  site, 
“The  Blacklisted  Journalist,”  on  which  he  posted  writings  of  his  own  and  of  writers 
he  admired.  He  died  of  cancer  Aug.  1  at  Trinitas  Hospital  in  Elizabeth,  N.  J. 


Richard  Ramhoff  has  been  named  president 
and  publisher  of  the  Livingston  County 
Daily  Press  &  Argus.  Previously,  Ramhoff 
was  editor  and  general  manager  of 
NOISE,  a  weekly  youth  tab  in  Lansing. 


Tom  Perrin  has  been  named  metro  editor  of 
The  Jaekson  Citizen  Patriot.  Perrin  most 
recently  served  as  public  safety  and  jus¬ 
tice  editor  at  The  State  in  Columbia,  S.C., 
and  a  day  city  editor  at  The  Sun  News  in 
Myrtle  Beach,  S.C. 


MINNESOTA 
Rene  Sanchez  has  been  named  Sunday 
editor  at  the  Star  Tribune  in  Minneapolis. 
Previously,  Sanchez  spent  17  years  with 
The  Washington  Post,  covering  law 
enforcement  and  schools,  and  was  a  city 
hall  and  general  assignment  reporter.  Ken 
Riddick  has  been  promoted  to  vice  presi¬ 
dent  of  interactive  media.  Riddick  has 
served  as  executive  director  of  interactive 
media  since  2003. 


newspaper  from  the  Gladwin  County 
Record  and  Beaverton  Clarion  in  Glad¬ 
win,  Mich.,  where  he  seiv^ed  as  publisher. 


MASSACHUSETTS 
Mark  Jurkowitz  has  rejoined  the  Boston 
Phoenix  staff  as  a  senior  writer  and  media 
critic.  Jurkowitz,  who  was  a  media  critic 
for  the  Phoenix  from  1987  to  1994,  most 
recently  worked  for  The  Boston  Globe. 


MISSISSIPPI 
John  Newhouse  has  been  named  president 
and  publisher  of  The  Clarion-Ledger 
in  Jackson.  Newhouse  most  recently 
served  as  publisher  of  The  Town  Talk 
in  Alexandria,  La. 


KENTUCKY 

Stevie  Daugherty  has  been  named  editor 
and  general  manager  of  The  Lebanon 
Enterprise.  She  has  served  as  staff  writer 
and  news  editor  since  July  2002. 


Michelle  McKenzie  has  been  appointed 
suburban  editor  of  The  Enterprise  of 
Brockton.  McKenzie  most  recently  was 
a  part-time  copy  editor. 


NEW  YORK 

Mark  Moore  has  been  named  editor-in- 
chief  of  Metro’s  newspapers  in  the  United 
States.  Moore  has  been  executive  editor  of 
Metro  U.S.  in  New  York  since  April  2004. 


LOUISIANA 

Denise  Richter  has  been  named  executive 
editor  of  The  Daily  Advertiser  in 
Lafayette.  She  has  served  as  executive 
editor  of  the  Times  Herald  of  Port  Huron, 
Mich.,  since  1999. 


Lani  Stack  has  been  named  to  the  new 
position  of  deputy  editor  at  The  Advocate 
of  North  Adams.  Stack  has  worked  as  a 
freelance  editor  and  writer  since  1999. 


Cliff  Schechtman  has  been  named  News- 
day’s  Long  Island  editor.  Schechtman 


Courant.  Schrepf  most  recently 
was  acting  editorial  editor. 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 


yt'L'Oxt  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


1605  Colonial  Parkway,  Suite  200 
847.991.6900  •  Fax  847.934.6607 


Invemesii,  Illinois  60067-4732 
info@youngswalker.com 
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most  recently  served  as  editor  of  the  Cape 
Cod  Times  in  Hyannis,  Mass. 

Charlie  Serra  has  been  promoted  to  vice 
president  of  advertising  at  The  Journal 
News  in  White  Plains,  N.Y.,  from  director 
of  advertising.  He  succeeds  Tom  Donovan. 

OHIO 

Abby  Clark  has  been  named  vice  president 
of  sales  at  The  Columbus  Dispatch.  Clark 
previously  served  as  VP/advertising  at 
The  Courier-Journal  in  Louisville,  Ky. 

VIRGINIA 

William  Humphrey  has  been  named  presi¬ 
dent  and  publisher  of  The  Town  Talk  and 
McCormick  Graphics  in  Alexandria.  He 
previously  served  as  senior  VP/circulation 
of  the  Detroit  Newspaper  Agency. 

Ginny  Wray  has  been  named  a  vice  presi¬ 
dent  of  the  Martinsville  Bulletin.  Wray 
will  continue  as  the  Bulletin's  editor. 

Tom  Wilmoth  has  been  named  editor  of  the 
Bedford  Bulletin.  He  most  recently  served 
as  editor  of  The  Chanute  (Kan.)  Tribune. 

Dan  Kegley  has  been  appointed  general 
manager  and  editor  of  the  Washington 
County  News.  Previously,  he  was  editor 
of  the  Smyth  County  News  £s?  Messenger. 

Sam  Hightower  has  been  appointed  VP/ 
operations  for  the  Richmond  Times-Dis- 
patch.  Previously,  he  was  general  manager 
of  the  Bristol  Herald  Courier.  David  B. 
Kirkman  has  been  named  vice  president 
of  circulation.  He  most  recently  was  VP/ 
circulation  at  The  Tampa  (Fla.)  Tribune. 

WEST  VIRGINIA 
Pete  Zanmiller  has  been  named  publisher 
of  The  Herald-Dispatch  in  Huntington. 
Previously,  he  managed  production  for 
Florida  Today  in  Brevard  County,  Fla. 

- ^  ^  - 

MINNESOTA 

Duchesne 
Drew 

to  assistant 
M.E./business  at 
the  Star  Tribune 
\  in  Minneapolis.  He  has  headed 
i  the  papers  St.  Paul  bureau. 
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Amelia  Penland 

79,  DIED  AUG.  6 
EDITOR,  UNILLA  (GA.)  OBSERVER 

IT’s  ONE  THING  TO  BE 

against  racism.  But 
standing  up  against  — 
and  even  taunting  —  the 
Ku  Klux  Klan  in  your 
newspaper  is  something 
else  entirely. 

During  her  career  as 
editor  of  the  weekly 
Unadilla  (Ga.)  Observer 
in  the  late  1940s,  Amelia 
Penland  wrote  articles 
and  editorials  about  the 
evils  of  the  Klan  during 
the  segregation  era.  The 
paper  once  covered  an 
election  in  which  a  black 
man  tried  to  vote,  and 
was  beaten  with  walking 
sticks  by  Klansmen. 

The  group  responded 
to  the  papers  defiant 
reports,  which  included 


daring  the  Klan  to  take 
off  their  hoods,  by  burn¬ 
ing  a  cross  on  her  lawn. 

Penland  moved  to 
Aiken,  S.C.,  in  1952,  to 
head  the  city’s  bureau 
for  The  Augusta  (Ga.) 
Chronicle.  There  she 
became  one  of  the  first 
reporters  to  cover  the 
Savannah  River  federal 
nuclear  facility. 

Seymour  Linscott 

87,  DIED  JULY  19 
REWRITE  MAN,  THE  BOSTON 
GLOBE 

Known  for  his 
grace  under  pres¬ 
sure,  Seymour  “Mike” 
Linscott  was  the  go-to 
man  in  the  Boston  Globe 
newsroom  when  the 
phrase  “Get  me  rewrite” 
was  still  an  editor’s 
call  to  arms. 


When  things  were 
quiet,  Linscott,  who 
often  wore  an  open- 
necked  polo  shirt,  was 
typically  seen  leaning 
back  in  the  chair,  his 
arms  folded,  his  eyes 
closed.  But  when  the  call 
came,  his  editors  knew 
he  could  be  counted  on 
to  deliver,  no  matter  the 
deadline.  (The  Globe 
published  both  morning 
and  evening  editions 
through  1979.) 

Linscott  worked  as  the 
Globe's  rewrite  man  from 
1943  until  he  retired  in 
1980.  Some  colleagues 
believe  he  requested  the 
assignment  after  cover¬ 
ing  a  fire  in  July  1944  in 
which  more  than  130 
spectators  —  many  of 
them  children  —  were 
killed  in  a  fire  at  a  circus. 


THE  ROGERS  FAMILY 
HAS  SOLD 

EAGLE-TRIBUNE  PUBLISHING  COMPANY 


JltliNipfMfr  lldl>  Tinrft 


UWRENCE  (MA)  EAGLE-TRIBUNE 

(50,143  daily  and  52,588  Sunday  circulation)  ?  - 

SALEM  (M  A)  NEWS  I  — , 

(31,185  daily  circulation) 

NEWBURYPORT  (MA)  DAILY  NEWS 

(1 3,097  daily  circulation)  mpjlSI  ^ 

GLOUCESTER  (MA)  DAILY  TIMES  mM  ^ 

(10,334  daily  circulation) 

and  seven  weeklies  with  combined  circulation  of  100,450 

TO 

COMMUNITY  NEWSPAPER  HOLDINGS  INC. 

We  are  pleased  to  have  represented  the  Rogers  family  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 

.Santa  Fe  NM  t:  505.820.2700  f:  505.820.2900  vsww.dirksvanessen.coin 
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Sometimes,  it  takes  three  to  tango:  Knight  Ridder,  Gannett,  and 
MediaNews  dance  around  public  accountability  in  Detroit 


WELL,  HERE  WE  GO  AGAIN. 

Another  joint  operating 
agreement  (JOA)  forged 
to  preserve  big-city  daily 
newspaper  competition  for  at  least  a  cen¬ 
tury  has  busted  up  before  even  reaching 
its  Sweet  16. 

With  Knight  Kidder’s  dumping  of  the 
Detroit  Free  Press  and  Gannett  Co.  handing 
off  The  Detroit  News  to  MediaNews  Group 
Inc.,  the  nation’s  largest  JOA  morphed  from 
an  arrangement  splitting  the  risk  and 
rewards  equally  between  the  two  biggest 
chains  in  America  into  a  big 
fish/little  fish  deal  in  which  JOApi 

Gannett  will  take  a  reported 
80%  of  the  cut.  exempt 

We  say  “reported”  ailtitrU 

because  as  of  this  writing,  , 

neither  of  the  chains  theiF  pi 

involved  is  deigning  to  „  p*  a  «  1 1 

disclose  the  details  of  the  i  iJ 

renamed  Detroit  Newspa-  make  tl 

per  Partnership  LP.  Gan¬ 
nett  maintains  the  $262  million  Detroit 
deal  is  not  “material”  to  its  results,  so  there’s 
no  need  to  file  with  the  Securities  and 
Exchange  Commission  —  and  neither 
believes  its  radical  reworking  of  the  JOA 
is  any  business  of  antitrust  authorities. 

In  shutting  out  the  public,  Gannett  and 
MediaNews  sire  simply  acting  with  the 
arrogant  sense  of  entitlement  that  seems 
to  come  with  the  imprimatur  of  the  risibly 
named  Newspaper  Preservation  Act  of 
1970.  The  people’s  elected  representatives 
gave  JOA  newspapers  a  rare  exemption 
from  antitrust  law,  yet  their  publishers  act 
as  if  they  alone  set  the  rules. 

All  across  the  country,  JOA  papers  have 
twisted  their  original  agreements  like  origa¬ 
mi  tom  Irom  a  legal  pad  —  and  the  out- 


JOA  papers  are 
exempt  from 
antitrust  law; 
their  publishers 
act  as  if  they 
make  the  rules. 


come  is  Tievertwo  stronger  newspapers 
competing  more  fiercely  than  ever.  As  we 
noted  in  this  space  last  month,  a  JOA  in 
Las  Vegas  is  essentially  folding  the  after¬ 
noon  Sun  at  the  end  of  September  by 
downgrading  it  to  just  eight  pages  buried 
inside  the  Las  Vegas  Review-Journal.  Just 
last  year,  MediaNews  CEO  William  Dean 
Singleton  pulled  his  own  Knight  Ridder- 
like,  get-outta-town  stunt  in  West  Virginia, 
where  he  sold  a  substantial  amount  of  the 
Charleston  Daily  Mail  to  its  JOA  partner, 
the  Charleston  Gazette,  which  proceeded 
to  shrink  the  former 
>erS  are  paper’s  newsroom  and 

,  circulation  reach. 

TOm  Where  is  the  Justice 

t  law*  Department  in  all  of  this? 

’  Good  question.  7%«5^a^c 

[)lishers  Joumal  in  Charleston, 

theV  WVa.,  reported  earlier 

^  this  summer  that  antitmst 

e  rules.  lawyers  were  sniffing 

around  the  Charleston 
JOA.  But  antitmst,  which  mns  unpre- 
dictably  hot  and  cold  under  the  Bush 
administration,  is  showing  no  visible  inter¬ 
est  in  looking  into  developments  in  Las 
Vegas  or  Detroit. 

So  it’s  up  to  Congress.  Some  of  the  time 
that  politicians  are  spending  on  showboat¬ 
ing  hearings  about  the  steroid  scandal  in 
Major  League  Baseball  —  another  business 
with  a  shakily  rationalized  antitmst  ex¬ 
emption  —  could  be  far  better  devoted  to 
examining  the  Newspaper  Preservation 
Act’s  25-year  record  of  failure. 

If  we’ve  been  a  persistent,  maybe  even 
a  shrill  advocate  of  jettisoning  this  cynical 
law,  it’s  because  the  chains  involved  in 
JOAs  keep  coming  up  with  new  reasons 
to  justify  repeal. 
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Are  your  journalists 
equipped  to  cover 
business  news? 


The  Reynolds  Center  at  API  is  helping: 

*  3)000  journalists  trained  nationwide  at  free  one-day  workshops 

*  200  journalists  trained  in  free  weeklong  online  seminars 

*  National  surveys  and  spot  polls  on  business  journalism  trends 

*  BusinessJournalism.org  Web  site  for  journalists  updated  daily 


■ 

To  find  out  about  hosting  or  atte 

nding  a  workshop,  contact: 

1 1690  Sunrise  Valley  Drive 

Wn  Donald  W.  Reynolds 

Reston,  VA  20191  .  ’ 

National  Center 

Andrew  Leckey,  Director 

i 

fi»'  Business  Journalism 

aleckey@americanpressinstitute.org,  703-715-3329 

at  the  American  Press  Institute 

Funded  by  a  grant  Irom  the  Las  Vegas,  Nevada- 
based  Donald  W.  Reynolds  Foundation 

PRESSING  ISSUES 


Focus  on  people,  not  policies 


Anthony  Shadid  offers  an  American  perspective,  while  Michael 
Goldfarb  examines  the  life,  and  death,  of  an  Iraqi  editor 


Books  about  Iraq  and  the  war  —  even  a  TV  series 
—  have  arrived  in  a  torrent  lately,  but  two  of  the  most 
important  are  only  now  emerging.  They  are  both,  in  a 
sense,  about  newspapermen,  one  well-known  and 
widely  honored,  the  other  not.  The  first  is  an  American, 
Anthony  Shadid  of  The  Washington  Post;  the  second,  an  Iraqi  named 
Ahmad  Shawkat,  founder  of  a  weekly  paper  in  Mosul.  One  book 
has  been  long-awaited;  the  other  comes  as  a  surprise. 

Shadid,  of  course,  was  one  of  the  few  journalists  who  stayed  in 
Baghdad  during  the  final  weeks  of  the  buildup  to  invasion  in  2003, 


when  so  many  others  fled.  John  F.  Bums  of 
The  New  York  Times  was  another,  but  pub¬ 
lishers  complain  that  this  guy  just  won’t 
pen  a  memoir  about  it.  Now  Shadid,  a 
Pulitzer  winner,  has  done  just  that.  It’s 
called  Night  Draws  Near:  Iraq’s  People  in 
the  Shadow  of  America’s  IVar  (Henry  Holt). 

Far  from  simply  examining  the  current 
conflict,  it  covers  Shadid’s  life  in  the  Middle 
East  starting  in  1998  (for  The  Associated 
Press),  then  2002  (fhe  Boston  Globe)  and 
finally  2003  to  the  present  (for  the  Post). 

At  the  start,  Shadid  poses  this  question: 
“How  does  one  cover  war  from  a  profes¬ 
sional  distance  when,  as  someone  reporting 
from  a  city  under  siege,  one  has  no  dis¬ 
tance?”  He  answers  it  this  way:  “Perhaps  we 
simply  surrender  to  the  ambiguities ...  per¬ 
haps  we  simply  tell  stories.”  And  he  does  so 
with  great  feeling,  his  subjects  ranging  from 
ordinary  citizens  to  a  shrink  and  an  artist. 
But  the  book  also  has  bite,  as  when  Shadid 
admits,  after  the  euphoria  of  January’s  elec¬ 
tions  have  worn  off)  feelings  “of  thwarted 
ambitions,  of  the  failure  of  occupation,  of 
a  grim  ftiture  inherited  by  men  with  guns 
and  the  culture  they  bring.” 

Because  it  will  likely  draw  less  attention. 


I’d  like  to  focus,  however,  on  the  new  book 
by  Michael  GeAdSaxh,  Ahmad’s  War, 
Ahmad’s  Peace:  Surviving  Under  Saddam, 
Dying  in  the  New  Iraq  (Carroll  &  Graf). 


For  nearly  20  years,  Goldfarb  has  worked 
in  public  radio,  often  from  London,  but 
since  2001  mainly  in  the  Middle  East.  In 
recent  years  he  has  won  several  top  awards, 
including  DuPont  and  Overseas  Press  Club 
honors.  His  book  is  a  tribute  to  his  transla¬ 
tor  in  Iraq,  Ahmad  Shawkat,  who  had  been 
imprisoned  and  tortured  under  Saddam 
Hussein.  He  was  a  man  of  letters  and  a  ftir- 
niture  maker,  who  taught  anatomy  at  the 
University  of  Mosul.  It’s  an  interesting 
backstory,  which  Goldfarb  details  wonder¬ 
fully  in  the  first  two-thirds  of  the  book. 

Then,  in  post-invasion  2003,  Shawkat 


(while  still  filing  brief  items  for  the  Los  An¬ 
geles  Times  and  the  BBC)  decided  to  create 
a  training  institute  called  Freedom  House 
and  a  weekly  newspaper,  Bilattijah,  which 
means  “without  direction,”  to  make  good  on 
America’s  promise  of  a  new  democracy  for 
Iraq.  The  name  of  the  paper  had  a  double 
meaning:  His  country  was  at  a  crossroads, 
and  he  was  an  independent  editor. 

But  soon  the  trouble  started.  Shawkat 
had  received  some  seed  money  from  the 
United  States  for  his  paper,  and  rumors 
spread  that  he  was  nothing  but  a  puppet  of 
the  Americans,  perhaps  for  the  CIA.  Then 
he  started  getting  death  threats  after  his 
uncompromising  editorials  complained 
about  jihadists,  unrepentant  Baathists,  and 
anti-democratic  Islamists,  as  well  as  Amer- 
cians  who  killed  innocent  Iraqis. 

On  Oct.  28, 2003,  he  was  assassinated, 
shot  in  the  back,  on  the  rooftop  of  the 
building  that  housed  his  office.  The  remain¬ 
der  of  the  book  focuses  on  the  hunt  for  the 
killers  —  despite  little  police  cooperation  — 
by  the  dead  man’s  daughter,  Roaa,  with 
Goldfarb  back  in  London. 

Finally,  Goldfarb  returns  to  Mosul  and 
learns  that  he  may  have  unwittingly  caused 
his  friend’s  death:  He  had  once  written  for 
him  an  all-purpose  letter  of  recommenda¬ 
tion  which  might  have  led  Ahmad,  desper¬ 
ate  for  money,  to  chat  a  bit  too  intimately 
with  some  sort  of  American  official. 

The  murder  is  never  solved,  but  Goldfarb 
comes  to  believe,  with  Roaa,  that  it  was  a 
Baathist/radical  Islamist  collaboration, 

with  both  parties  seeking  to 
squash  any  pro-democracy 
movements. 

In  the  end,  Goldfarb  —  a 
supporter  of  the  U.S.  war 
and  caustic  critic  of  Sad¬ 
dam  —  concludes  that  the 
death  of  his  friend  is  sym¬ 
bolic  of  the  American  fail¬ 
ure  in  Iraq,  from  not 
preventing  the  looting  after  the  invasion  to 
the  continued  inability  to  provide  security 
to  the  freed  people. 

“The  Bush  administration  had  lost  the  j 
country,”  he  writes.  It  had  “betrayed”  his  ' 
friend  “and  the  thousands”  like  him.  He 
condemns  “the  arrogance  and  stupidity  that 
led  Hajji  Bush  and  his  advisers  to  celebrate 
before  the  victory  was  won.”  They  were  “cel-  i 
ebrating”  as  Ahmad’s  murderers  were  plan-  ! 
ning  his  death.  “The  ways  in  which  the 
Bush  administration  bungled  the  postwar 
period,”  Goldfarb  writes,  angry  at  the  end, 

“will  occupy  historians  for  a  century.”  11  j 


aGoldfarb’s  book  is  a 
tribute  to  translator 
Ahmad  Shawkat,  who 
was  shot  on  the  roof 
of  the  Iraqi  newspa¬ 
per  that  he  founded. 
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ETHICS  CORNER 


Dear  diary 


A  Guardsman  worries  that  if  he  keeps  writing  his  Iraq  journal 
for  a  Vermont  paper,  it  might  get  him  and  fellow  soldiers  killed 


IN  CIVILIAN  LIFE,  JiM  GOSSENS  IS  A  PRACTICAL  NURSE.  BUT 
for  the  past  eight  months,  he  has  been  a  Sergeant  First 
Class  manning  a  .50-caliber  heavy  machine  gun  inside  a 
Humvee  in  Iraq.  He  has  opened  windows  to  his  world  by 
compiling  a  diary  of  war-zone  life  with  his  Vermont  Army 
National  Guard  unit  that  is  published  periodically  in  The  Burling¬ 
ton  Free  Press,  his  hometown  newspaper. 

Geoffrey  Gevalt,  the  Free  Press’  managing  editor,  calls  Gossens’ 
work  “experiential  journalism”  —  a  process  in  which  non-profes¬ 
sional  writers  provide  first-person  accounts  of  their  experiences. 


“We  get  it  first,  and  then  the  National 
Guard  reviews  it,”  Gevalt  said  of  Gossens’ 
copy.  “The  changes  they  make  are  minor. 
We  feel  very  comfortable  that  the  diaries 
are  a  very  straightforward  account  of  Jim’s 
life  in  Iraq.” 

The  Free  Press  notes  in  a  sidebar  to  the 
diaries  that  “the  Vermont  National  Guard 
reviewed  these  journals  to  ensure  no  details 
—  such  as  specific  location  or  routes  — 
could  threaten  the  soldiers’  security.” 

Until  recently,  Gossens  was  stationed 
at  Forward  Operating  Base  (FOB)  Duke, 

15  miles  outside  Najaf,  with  Enosburg, 
Vt.-based  Company  B,  1st  Battalion,  172 
Armor.  His  lengthy  pieces  were  filled  with 
poignant  encounters  with  Iraqi  citizens; 
one  rejjort  detailed  an  emotional  moment 
when  he  almost  killed  an  innocent  com¬ 
muter  who  ignored  Gossens’  signal  to  stop 
his  car.  His  section  of  the  site  also  includes 
a  photo  gallery. 

The  two  diaries  the  Free  Press  published 
(the  first  entry  was  Feb.  22,  2005)  have 
generated  tremendous  reader  response,  but 
the  question  remains;  Do  the  pieces  serve 
to  inform  the  readers,  or  do  they  serve  as 


propaganda  for  the  Army?  Gossen  kept  his 
feelings  about  the  war  out  of  his  copy  (he 
said  in  one  piece  that  his  opinions  on  that 
were  irrelevant). 


“Every  soldier  is  entitled  to  his  opinion,” 
1st  Lt.  Veronica  Saffo,  public  affairs  officer 
for  the  Vermont  National  Guard,  told  me. 
“But  when  a  soldier  speaks,  he  represents 
everyone  in  the  Army.  That’s  why  we  have 
to  review  the  copy.  It  is  clearly  not  censor¬ 
ship.” 

Gossen,  43,  told  me  in  August  just  before 
he  returned  to  Iraq  that  he  worries  about 
inadvertently  providing  information  that 
might  be  useful  to  insurgents.  “I  don’t  want 
to  tell  anything  that  would  help  the  bad 
guys,”  he  said.  “We  don’t  have  internal 


debates  and  dialogues  when  we  do  patrols. 
We  have  guys  who  are  fervently  anti-Iraq 
and  some  who  believe  in  what  they  are  do¬ 
ing.  The  truth  as  I  see  it  extends  500  meters 
in  any  direction,  that’s  about  as  far  as  I  can 
see  and  shoot.  That’s  the  world  the  guys  in 
my  platoon  are  living  in.” 

But  that  world  is  subject  to  interpreta¬ 
tion.  In  his  last  piece  on  July  3,  he  wrote  a 
paragraph  that  described  the  troop  move¬ 
ments  of  his  Guard  unit  —  material  that 
had  already  been  made  public.  But  the 
mother  of  one  of  the  soldiers  in  Gossen’s 
unit  didn’t  realize  that,  and  complained  to 
Maj.  Gen.  Martha  T.  Raimille,  adjutant 
general  of  the  State  of  Vermont. 

Soon  afterward  the  Army  expanded  the 
number  of  people  who  vet  Gossen’s  copy  to 
include  two  field  officers  in  Iraq  before  it  is 
e-mailed  to  Lt.  Saffo  and  the  Free  Press. 

Rainville  is  particularly  sensitive  to  me¬ 
dia  coverage  of  the  war  for  which  she  is  an 
advocate;  she  has  been  speaking  all  over 
Vermont  to  raise  her  profile  for  a  run  next 
year  for  the  Republican  nomination  for 
Congress.  Her  speeches  and  press  confer¬ 
ences  are  covered  by  The  Associated  Press, 
various  electronic  media,  and  The  Rutland 
(Vt.)  Herald  and  the  Free  Press,  the  state’s 
mainstream  newspapers.  In  July,  she  made 
a  two-day  trip  to  Iraq  that  included  a  visit 
with  Gossen’s  battalion.  But  the  two  never 
got  to  speak,  as  he  had  been  on  furlough 
before  she  arrived. 

The  debate  over  the  war’s  validity  is  being 
fought  on  the  pages  of  hometown  newspa¬ 
pers.  That  is  why  the  “experiential”  journal¬ 
ism  in  the  Free  Press  and 
other  newspapers  has  to  be 
monitored  as  carefully  as 
any  other  laboratory  experi¬ 
ment. 

The  Vermont  Guard  has 
been  so  nervous  about  what 
Gossen  might  say  that  he 
was  verbally  reprimanded 
after  he  accidentally  sent  an 
e-mail  to  the  Free  Press  that  was  meant  for 
his  friends  and  relatives,  in  which  he  wrote 
about  how  happy  he  was  to  be  home  enjoy¬ 
ing  his  furlough. 

Despite  all  the  hassle,  the  Guard  wants 
Gossen  to  keep  writing  his  war  diaries  — 
something  he  is  not  sure  he  wants  to  do, 
now  that  he  has  been  reassigned  to  a  hot 
zone  20  miles  south  of  Baghdad.  “The  first 
couple  of  stories  I  wrote,  I  was  in  a  safe 
place,”  he  said.  “That’s  changed.  I  don’t 
think  I  can  write  the  same  way,  because  it 
might  get  people  killed.”  ® 


He  told  me,  “The  first 
couple  of  stories  I 
wrote,  I  was  in  a  safe 
place.  That’s  changed. 
I  don’t  think  I  can 
write  the  same  way.” 
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Enter  Editor  &  Publisher's 
annual  Newspaper  Photos  of  the  Year  competition 


m best  she 

The  Grand  Prize  Winner  will  receive  $1000,  a  Nikon  D70s  digital  SLR 
camera  and  lens  system  (or  equivalent)  and  receive  national  recognition! 

The  winner  of  the  new  Nikon  category  "Local  Heroes" 
will  receive  the  comera  package. 

A  gallery  of  the  best  photos  will  appear  in  our  annual  Photos  of  the  Year  issue  in  November,  and  will  also 
be  posted  on  editorandpublisher.com  for  a  full  year.  Photographs  are  eligible  if  they  have  been 
published  in  your  newspaper  or  on  your  paper's  Web  site  since  September  1,  2004. 


Visit  www.editorandpublisher.com  for  further  details,  including  the  Call  for  Entries  form. 
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If  Tony  Ridder  has  his  way,  Hilary 
Schneider  or  Art  Brisbane  will 
succeed  him  as  head  of  Knight 
Ridder  —  but  he’s  not  saying^when 

BY  JENNIFER  SABA 


SCHOOLED  AS  A  GUMSHOE  REPORTER,  ArT  BRISBANE  IS 
the  kind  of  guy  who  could  chat  with  hobos  and  tail 
mayors.  Hilary  Schneider  strayed  from  investment 
banking  to  become  one  of  the  digital  world’s  most 
respected  figures.  Together,  they  represent  an  industry 
at  a  crossroads  caught  between  print  and  online  —  and  quite 
possibly  the  future  of  one  of  its  biggest  companies. 

In  November,  Knight  Ridder  announced  the  promotion  of 
both  Brisbane,  54,  and  Schneider,  44,  to  senior  vice  president. 
It  signaled  a  shift  in  strategy  at  the  company;  Brisbane, 
plucked  from  the  Kansas  City  Star,  and  Schneider,  elevated 
from  the  digital  division,  would  share  oversight  of  the 
compiany’s  newspapers.  Previously,  the  position  belonged 
to  only  one  person. 

But  there  was  more  to  the  decision  than  just  a 
division  of  duties.  Chairman  and  CEO  Tony  Ridder, 
64,  had  something  else  in  mind  for  Brisbane  and 
Schneider.' “I  thought,  all  things  considered,  that 
those  two  were  the  best  people  to  succeed  me,”  he 
explains.  By  placing  Brisbane  and  Schneider  in  such 
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prominent  positions,  Knight  Ridder  is  im- 
plving  that  it  is  focused  on  both  content  and 
technology.  Though  Brisbane  most  recently 
served  as  publisher,  he  worked  his  way  up 
through  the  ranks  in  the  newsroom.  And 
while  Schneider  knows  her  way  around  an 
income  statement,  she’s  also  a  champion 
of  the  digital  platform. 

Their  appointments  caught  many  in  the 
industry  by  surprise.  In  a  report  issued  after 
the  news  broke,  Merrill  Lynch  analyst 
Lauren  Rich  Fine  wrote,  “We  certainly  did 
not  expect  the  changes  announced  yester¬ 
day.”  Both  candidates  say  Ridder  didn’t 

approach  them  until _ 

late  fall  2004. 

In  the  November 
announcement,  the 
presumed  heir,  then- 
newspaper  division 
president  Steve  Rossi, 
became  senior  vice 
president/CFO. 

According  to  Ridder, 

Rossi  still  maintains 
substantial  influence 
within  the  company, 
along  with  Brisbane, 

Schneider,  and  Senior 
Vice  President  Mary 
Jean  Connors,  who  is 
involved  in  corporate 
strategy.  “I  would  say 
the  five  of  us  work  as 
a  team,”  Ridder  notes. 

The  group  is  likely  to 
stay  intact  until  Ridder, 
who  turns  65  this 

,  ...  says  Ridder.  “It  s  nol 

month,  decides  to 

make  his  exit.  Although  there  are  no  formal 
rules  in  the  company  that  require  the  CEO 
to  step  down  at  a  certain  age,  Ridder  has  no 
plans  of  lingering  longer  than  necessary.  “I’m 
not  going  to  hang  around  forever,”  he  says, 
when  asked  about  his  inevitable  retirement. 

“I  never  thought  I  would  run  the  compa¬ 
ny,”  says  Ridder,  who  was  named  chairman 
and  CEO  in  1995.  “It’s  not  a  family  business. 
We’re  very  much  a  public  company.”  His 
great  grandfather,  Herman  Ridder,  founded 
his  family’s  part  of  the  company  in  1892 
when  he  bought  Staats-Zeitung,  a  U.S.-based 
German-language  newspaper. 

“For  most  of  the  history  of  Knight  Ridder, 
as  a  merged  company,  it’s  been  run  by  a  non¬ 
family  member,”  he  adds,  referring  to  former 
chiefs  Lee  Hills,  Alvah  Chapman  Jr.,  and 
James  Batten.  “My  successor  will  not  be  a 
Knight  or  a  Ridder.”  His  son.  Par,  37,  is  presi¬ 
dent  and  publisher  of  the  St.  Paul  Pioneer 
Press;  his  brother  Peter,  59,  is  chairman  and 
publisher  of  The  Charlotte  (N.C.)  Observer. 


“I  never  thought  I  would  run  the  company,” 
says  Ridder.  “It’s  not  a  family  business.” 


Knight  Ridder  started  in  1974  as  a  merger 
between  Knight  Newspapers  Inc.  and  Ridder 
Publications  Inc.  (owned  by  the  Knight  and 
Ridder  families,  respectively).  The  deal 
eventually  made  Knight  Ridder  the  second- 
largest  newspaper  company  (by  circulation) 
in  the  country.  The  company,  based  in  San 
Jose,  Calif,  owns  32  daily  and  56  non-daily 
papers  throughout  the  United  States. 

It  takes  two 

The  two  new  senior  vice  presidents  split 
their  responsibilities  within  the  new'spaper 
division.  In  major  markets,  Brisbane  —  the 

_ Kansas  City  Stars 

former  president  and 
publisher  —  directs 
newspapers  in 
Philadelphia;  Kansas 
City;  Fort  Worth, 
Texas;  Charlotte,  N.C.; 
and  St.  Paul,  Minn. 

He  also  oversees  the 
company’s  23  small 
to  mid-sized  markets, 
which  are  managed 
by  Paula  Ellis,  vice 
president/operations. 
The  vice  presidents 
for  news,  circulation, 
and  production  also 
report  to  him. 

Schneider,  the  for¬ 
mer  CEO  of  Knight 
Ridder  Digital,  tends 
J  to  properties  in  San 

Jose  and  Contra  Costa, 
Id  run  the  company,”  .  j  ^ 

I  family  business.  ,  .  ’  .  ’  ’ 

Ohio;  Lexington,  Ky.; 

and  until  recently,  Detroit.  The  vice  president 
of  marketing  reports  to  her  directly,  and  the 
vice  president  of  technologj’  checks  in  with 
her  and  Ridder. 

Schneider  and  Brisbane,  along  with 
other  senior  managers,  were  involved  in 
the  much-publicized  newspaper  swaps  with 
Gannett  that  involved  the  Detroit  Free  Press 
and  newspapers  in  Tallahassee,  Fla.;  Boise, 
Idaho;  and  Olympia  and  Bellingham,  Wash., 
that  were  announced  on  Aug.  3.  However, 
the  deal  had  been  in  the  works  for  more 
than  a  year  prior  to  their  appointment. 
Schneider,  who  had  oversight  of  Detroit,  is 
now  responsible  for  the  Boise  newspapers. 
Brisbane  assumes  responsibility  for  the 
Washington  papers. 

Ridder  does  not,  in  fact,  determine  the 
next  CEO;  he  can  only  present  his  choice 
to  the  nine  board  members,  who  then  vote. 
Brisbane  and  Schneider,  along  with  other 
officers,  are  present  during  board  meetings 
so  that  members  can  get  a  feel  for  their  styles 


and  leadership  skills  before  anything  formal 
is  put  before  them. 

Bidder’s  wish  is  that  the  board  will  one  day 
select  either  Brisbane  or  Schneider  as  CEO; 
the  title  will  not  be  carved  up  to  accommo¬ 
date  each  of  them.  “My  hope  is  that  one 
would  be  No.  1,  and  one  would  be  No.  2,” 
Ridder  says.  Executives  insist  the  setup 
will  not  turn  into  a  situation  in  which  one 
is  pitted  against  the  other. 

“It’s  quite  typical  —  in  fact,  it’s  laudatory  — 
that  the  CEO  can  find  a  couple  of  folks  in  the 
organization  for  his  job,”  says  John  Wood, 
senior  director  at  Spencer  Stuart,  a  New 
York-based  executive-search  firm.  “What 
happens  less  is  that  there  is  a  public  an¬ 
nouncement  about  it.” 

Though  only  one  candidate  will  lead  the 
company.  Wood  explains  that  this  situation 
does  have  its  upside.  It’s  a  trial  period,  a  time 
for  the  board  to  assess  a  person’s  ability  to 
work  with  others.  A  lot  of  cooperation  be¬ 
tween  two  or  three  contenders  from  within 
the  company  can  benefit  Knight  Ridder. 
“There  are  a  lot  of  advantages  to  having  in- 
house  candidates,”  he  says.  “Past  perform¬ 
ance  is  the  best  indication  of  future  behavior.” 

From  an  outsider’s  perspective,  it  seems 
that  Brisbane  and  Schneider  not  only  work 
well  together  but  also  play  to  each  other’s 
strengths.  Brisbane  is  thoughtful,  measured, 
and  laid-hack,  while  Schneider  is  full  of  ener¬ 
gy.  Brisbane  is  a  quick  study;  Schneider  can 
turn  amorphous  ideas  into  structured  strate¬ 
gies.  People  both  inside  and  outside  Knight 
Ridder  describe  them  both  as  extremely  in¬ 
telligent  hut  open-minded  managers. 

“My  vision,”  Ridder  says,  “is  that  we  will  be 
a  company  that  has  great  journalism,  that 
delivers  journalism  in  a  variety  of  ways  — 
electronically,  and  on  paper;  that  we  have 
above  average  growth;  and  that  we  are  a 
company  where  people  like  working  for  us.” 

The  art  of  the  deal 

Brisbane  has  always  had  an  interest  in 
newspapers.  It’s  an  old  cliche,  but  in  his 
case,  it’s  literally  in  his  blood. 

After  graduating  from  Harvard,  Brisbane 
returned  to  his  hometown  of  Glen  Cove, 

N.Y.,  to  take  a  job  as  a  reporter  at  the  former 
Glen  Cone  Guardian.  There,  he  got  a  taste  for 
the  business  —  not  terribly  surprising  when 
considering  that  his  grandfather  was  famed 
Hearst  editor  and  syndicated  columnist 
Arthur  Brisbane,  known  first  for  his  sensa¬ 
tionalism  during  the  Spanish  American  War 
and  then  for  his  progressive  views  on  public 
schools,  labor  law,  and  Prohibition. 

But  how  did  Brisbane  end  up  in  Kansas 
City?  In  an  interview  at  The  Pierre  hotel  in 
New  York  City  early  this  summer,  he  recalls  a 
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BY  MAJOR  MARKET 

ART  BRISBANE 

Newspaper 

Daily  circ* 

The  Philadelphia  Inquirer 

364,974 

The  Kansas  City  (Mo.)  Star 

Fort  Worth  (Texas)  Star-Telegram 

278,937 

235,060 

The  Charlotte  (N.C.)  Observer 

230,901 

St.  Paul  (Minn.)  Pioneer  Press 

190,374 

Philadelphia  Daily  News 

128,674 

HILARY  SCHNEiBER 

Newspaper 

Daily  circ* 

The  Miami  Herald 

312,811 

San  Jose  (Calif.)  Mercury  News 

259,649 

Contra  Costa  Times,  Walnut  Creek,  Calif. 

187,042 

El  Nuevo  Herald,  Miami 

86,569 

The  Idaho  Statesman,  Boise 

64,815 

*For  the  six-month  period  ending  March  2005 

Audit  Bureau  of  Circulations 

night  decades  ago  when  he  had  dinner  with 
his  aunt  in  Manhattan;  the  party  included  a 
guest  who  inquired  what  he  did  for  a  living. 
Brisbane  said  he  worked  in  weekly  newspa¬ 
pers,  but  he  really  weuited  to  land  a  job  at  a 
metro.  The  woman  had  worked  at  the 
Kansas  City  Times. 

Without  hesitating,  according  to  Brisbane, 
she  went  to  the  phone  and  called  a  contact  at 
the  paper.  “So  it  is  who  you  know,”  he  admits. 
“Sometimes  it’s  a  really  random  variation  of 
that.  It  speaks  to  the  difference  between  then 
and  now  —  that  I  could  go  out  there  with  less 
than  a  year  of  weekly  newspaper  experience, 
with  no  journalism  school  and,  quite  candid¬ 
ly,  no  real  typing  ability,  and  be  hired.” 

Brisbane  headed  to  Kansas  City  and 
worked  as  a  reporter  at  the  newspaper  for 
two  years  until  he  was  asked  to  fill  a  vacant 
column.  “I  assumed  they  picked  me  because 
I  had  some  flair  for  feature  writing,”  he 
recalls.  “I  was  28  years  old,  so  it  was  a 
stretch.  Fortunately,  I  didn’t  know  what 
I  was  getting  into.” 

The  position  forced  Brisbane  to  learn 
about  all  of  the  city’s  characters,  since  he  had 
to  fill  the  space  four  times  a  week.  “I  remem¬ 
ber  once  scrambling  through  the  under¬ 
brush,”  he  says,  “and  finding  this  guy  who 
had  been  living  under  a  bridge  who  named 
himself  Catman  —  I  have  no  idea  why.” 
Catman  was  a  connoisseur  of  the  city’s  eco¬ 
nomic  reports,  which  he  collected  from  the 
dumpster  of  an  agency  located  nearby.  “So 
I  sat  down  and  had  this  conversation  with 
him  on  household  grovvlh  and  the  future 
plans  for  the  interstate  transportation 
system.  He  knew  it  all.” 

Churning  out  so  many  columns  taught 
Brisbane  skills  that  he  would  carry  with  him 
throughout  his  career.  “Every  once  in  a  while, 
you  hit  a  home  run,”  he  says.  “When  you 
write  that  many  columns,  there  are  going  to 
be  some  zeros.  This  may  say  something 
\  about  my  character  —  I  would  just  move  on. 

You  cannot  dwell  on  them.” 

;  When  you  meet  Brisbane,  it’s  easy  to  see 
^  how  he  could  maneuver  between  the  big 
cats  of  business  and  talkative  oddballs.  He 
has  an  agreeable,  very  approachable  man- 
!  ner.  He’s  a  conversationalist  to  the  point 
where  almost  everything  he  says,  whether 
he’s  discussing  his  days  as  a  reporter  or  ex¬ 
plaining  production  techniques,  is  a  well- 
constructed,  entertaining  story. 

Brisbane  says  he  never  read  his  grandfa¬ 
ther’s  work  (the  two  never  even  met).  But 
when  he  moved  to  the  Midwest,  “his  shadow 
was  more  visible”  —  so  much  so,  in  fact,  that 
he  was  often  asked  if  they  were  related. 

There  were  even  a  few  instances,  he  notes, 
in  which  older  people  who  had  lost  track  of 


time  thought  they  were  talking  to  his  grand¬ 
father,  even  though  30  years  had  lapsed  since 
his  death.  “I  would  try  and  correct  them,  but 
it  didn’t  really  work,”  he  laughs. 

Brisbane  continued  as  a  columnist  at  the 
Times  for  five  years,  leaving  his  own  mark 
on  the  city  and  on  the  paper.  Mac  Tully,  the 
Stafs  president  and  publisher,  says,  “Inside 
the  newspaper  and  outside  the  community, 
people  really  had  a  face  on  the  newspaper 
and  it  was  Art’s.  He  really  personalized 
something  that  can,  at  times,  seem  cold.” 

That  impression  would  last  even  as 
Brisbane  went  to  The  Washington  Post  as  a 
reporter,  landing  there  as  the  district’s  Mayor 
Marion  Barr\'  was  arrested  for  smoking 
crack.  “He  was  a  very  talented  journalist 
who  had  control  of  his  ego,”  recalls  Executive 
Editor  Leonard  Downie  Jr.  He  recalls  that 
Brisbane  had  a  flair  on  the  city  desk,  a  beat  in 
which  white  reporters  were  often  met  with 
resistance  from  the  mostly  African-American 
city  hall:  “It  never  did  become  an  issue  with 
Art.  He  was  very  fair  and  had  a  pleasing  per¬ 
sonality.  But  behind  that  pleasing  personality 
was  a  pretty  tough  guy.” 

Brisbane  became  assistant  city  editor  and 
then  worked  as  a  reporter  on  the  national 
desk,  a  quick  stint  he  last  held  before  he 
learned  of  an  opportunity  back  in  Kansas 
City  when  the  Times  and  the  Star  merged. 
Brisbane  went  back  as  a  columnist.  Shortly 
thereafter,  he  was  appointed  editor  of  the 
paper,  working  closely  with  publisher  Bob 
Woodworth. 

Jane  Amari,  who  was  brought  on  board 
by  Brisbane  as  one  of  two  managing  editors. 


was,  at  first,  skeptical  of  his  rise. 
“When  he  hired  me,  I  remember 
being  a  little  cautious,”  she  says. 

“I  was  like,  ‘My  God,  what  does 
this  guy  know  about  managing 
newspapers?’” 

What  stood  out  for  Amari  is  the 
fact  that  Brisbane  always  carried  a 
yellow  legal  pad  so  he  could  take 
“copious  notes”  wherever  he  went. 
Now,  she  says,  “He  is  one  of  the 
smartest  people  I  have  worked  with 
in  my  life.”  She  ended  up  lea\ing  the 
paper  after  Brisbane  appointed  her 
colleague,  Mark  Zieman,  as  editor. 

During  Brisbane’s  time  as  editor, 
the  Walt  Disney  Co.  bought  the 
Stars  parent.  Capital  Cities/ABC. 

In  1997,  it  was  back  on  the  block  — 
and  Knight  Bidder  quickly  snatched 
it  up.  Under  new  leadership.  Wood- 
worth  went  to  work  at  corporate 
and  Brisbane  replaced  him.  “He  was 
clearly  very  bright,  and  had  a  strong 
interest  in  taking  on  that  responsi¬ 
bility,”  says  Bidder,  who  along  with  Wood- 
worth  and  other  senior  executives,  was 
involved  in  the  process.  “I  don’t  remember 
there  was  any  hesitation  on  anybody’s  part 
that  he  could  do  it.” 

While  the  editor’s  chair  involved  budgets, 
Brisbane’s  role  as  publisher  required  him  to 
oversee  all  aspects  of  the  newspaper  opera¬ 
tion.  Under  his  leadership,  the  paper  faced 
daunting  cuts  and  eventual  layoffs  in  2001. 
According  to  Dan  Margolies,  a  business  re¬ 
porter  at  the  Star  since  2000,  the  paper  was 
one  of  the  better  performers  in  the  chain  but 
it  had  to  take  as  big  as  a  hit  as  some  others. 
“That  was  certainly  galling  to  everyone  here,” 
he  recalls,  noting  that  Brisbane  handled  the 
task  as  fairly  as  possible. 

“He  did  a  terrific  job  at  cost  reductions,” 
says  Alberto  Ibargiien,  president  and  CEO  of 
the  John  S.  and  James  L  Knight  Foundation 
and  former  publisher  oi  The  Miami  Herald. 
“As  I  recall  it  was  nearly  an  impossible  num¬ 
ber,  and  he  was  able  to  achiev'e  it  in  a  kind  of 
collaborative  way.  He’s  got  a  very  soft  touch. 
But  that  should  not  fool  you  into  thinking 
he’s  a  soft  guy.” 

Brisbane  was  known  for  making  the  num¬ 
bers,  and  he  knew  how  to  get  resources.  One 
of  his  greatest  accomplishments  at  the  Star, 
says  Zieman,  is  the  paper’s  new  $199  million 
production  plant,  which  broke  ground  in 
2003  and  is  scheduled  to  open  next  year. 

Brisbane’s  varied  past  —  reporter,  colum¬ 
nist,  editor,  publisher,  and  senior  vice  presi¬ 
dent  —  resulted  in  a  willingness  to  try  new 
things.  “You  say  ‘yes,’  that’s  the  whole  point,” 
he  explains.  “Variety  and  e.xposing  yourself  to 
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your  weaknesses  is  the  ultimate  way  to  grow, 
and  you  just  hope  you  have  the  internal  re¬ 
sources  to  master  the  challenges.  That’s  how 
I  feel  about  it.  It  has  been  quite  a  progression 
for  being  a  reporter  who  couldn’t  type.” 

Schneider  gets  to  the  ‘nub’ 

Sitting  down  to  talk  after  conducting  a 
presentation  to  investors  and  analysts  during 
the  2005  NAA  Mid-Year  Media  Review, 
Hilary  Schneider  recalls  how  she  wandered 
into  the  newspaper  industry. 

Originally  from  Tucson,  Schneider 
began  her  professional  career  in  New 
York  City,  where  she  did  international 
lending  for  Banc  of  America  Securi¬ 
ties  before  enrolling  at  Harvard 
Business  School.  Upon  graduation 
she  went  to  work  in  corporate  finance 
for  Drexel  Burnham  Lambert,  in  the 
same  Beverly  Hills  office  as  “junk- 
bond  king”  Michael  Milken. 

Her  first  deal  involved  a  newspaper 
acquisition:  Ralph  Ingersoll  was 
buying  a  set  of  papers  in  Ohio,  and 
Schneider  was  dispatched  to  kick  the 
tires.  “I  went  to  do  due  diligence,” 
she  says.  “It  was  the  first  time  I  really 
looked  at  newspapers  and  I  thought  it 
was  a  fascinating  business.”  Schneider 
then  went  to  work  on  all  types  of 
media  deals  involving  cable  television 
and  radio  until  Drexel  shut  its  doors. 

“I  don’t  know  if  that  had  not 
happened  that  I  wouldn’t  still  be  an 
investment  banker;  I  was  on  a  trajec¬ 
tory’,  and  I  was  really  happy  with  what 
I  was  doing.” 

Undaunted,  Schneider  combed 
through  contacts  to  get  a  feel  for  what  she 
might  do  next.  At  lunch  one  day,  an  acquain¬ 
tance  suggested  that  Schneider  get  in  touch 
with  a  former  McKinsey  &  Co.  consultant 
who  was  running  strategy  at  Times  Mirror. 

Schneider  went  into  business  development 
at  Times  Mirror,  eventually  landing  at 
The  Sun  in  Baltimore  in  the  new  business 
department  in  1992.  One  of  her  first  duties 
there  included  oversight  of  its  voice  person¬ 
als.  After  serving  in  several  top  sales  and 
marketing  positions  including  vice  president 
of  sales,  Schneider  launched  Sun  Spot,  the 
newspaper’s  Web  site. 

Mary  E.  Junck,  chairman,  president,  and 
CEO  of  Lee  Enterprises,  remembers  Schnei¬ 
der  when  they  worked  together  at  Times 
Mirror.  “She  knows  the  business,  she  has 
good  people  skills,  and  she  is  very  smart,”  she 
says.  “Besides  that,  she’s  a  very  nice  person.” 

With  the  launch  of  Sun  Spot,  Schneider 
had  caught  the  attention  of  executives  at  the 
parent  company.  She  found  herself  seated 


near  then-Times  Mirror  CEO  Mark  Willes 
during  a  meeting,  and  he  proceeded  to  ask 
her  to  dinner.  “It  was  just  happenstance,”  she 
says.  “I  was  sitting  next  to  him  and  he  asked 
me  what  I  thought  about  Times  Mirror’s  In¬ 
ternet  strategy,  and  I  made  the  mistake  of 
telling  him  that  I  didn’t  think  we  had  one.” 

Willes  offered  her  the  position  as  head  of 
Times  Mirror  Interactive.  “My  original  re¬ 
sponse  was,  ‘I  don’t  think  I  would  be  a  very 
good  candidate  for  that.’  And  he  goes,  ‘Why?’ 
I  said,  ‘I  know  there  will  be  a  tug  of  war  in¬ 


volved  in  doing  this.’  It  was  a  real  hotbed,  and 
I’m  not  a  good  political  person,”  she  admits. 
“I’m  very  up-front.” 

Schneider  did  take  the  job,  and  sat  on 
many  boards  including  CareerPath  (which 
later  became  CareerBuilder)  and  Classified 
Ventures  —  companies  formed  by  newspaper 
joint  partnerships.  It  put  her  in  contact 
with  other  newspaper  executives,  including 
Bidder  and  Rossi. 

“It  was  one  of  those  out-of-body  experi¬ 
ences,”  she  says.  “I  remember  being  in  the 
room  looking  at  [Bidder  and  Rossi]  talk 
about  how  Knight  Bidder  views  these  issues 
and  I  remember  thinking,  ‘Gosh,  I  wish  I  ran 
online  at  a  newspaper  company  that  didn’t 
view  it  as  a  newspaper  company  but  looked 
at  it  like  content.’ 

“They  looked  at  the  Internet  as  a  way 
to  expand  the  reach,  the  content,  and  the 
advertising.  It  was  very  clear  from  the 
way  that  they  talked  that  was  really  their 
vantage  point.” 


Schneider  directed  the  Times  Mirror  In¬ 
ternet  division  from  Baltimore  for  about  a 
year  before  the  Tribune  Co.  purchased  Times 
Mirror.  David  Hiller,  head  of  Tribune’s  inter¬ 
active  division  at  the  time,  wanted  her  to 
stay.  “I  had  gotten  to  know  her  at  Times  Mir¬ 
ror  interactive  and  I  was  very  excited,”  says 
Hiller,  now  publisher  of  the  Chicago  Tribune. 

The  schedule  was  grueling.  Schneider  had 
to  leave  her  house  —  at  the  time,  her  three 
children  were  very  young  —  every  Monday 
at  4  a.m.  to  catch  a  plane  to  Chicago.  She 
wouldn’t  get  home  until  Thursday  evening. 
“Somewhere  shortly  into  it  I  said,  ‘I  can’t,’” 
she  says.  “It  was  nothing  about  Tribune,  it 
was  about  the  fact  that  I  was  in  Baltimore 
and  they  were  in  Chicago.” 

For  the  first  time  in  her  life,  Schneider  de¬ 
cided  to  take  the  summer  off  —  a  .sabbatical 
that  happened  to  coincide  with  one  of  the 
hottest  job  markets.  “I  was  getting  really  in¬ 
teresting  phone  calls,”  she  says.  “I  ended  up 
joining  Red  Herring  magazine.”  It  was  a 
high-flying  monthly  magazine  covering 
technology  and  venture  capitalism  in  San 
Francisco.  “It  was  really  the  perfect  kind  of 
journalism  for  me,”  she  says.  Schneider 
signed  on  as  CEO  right  before  things  started 
to  get  bleak. 

“Basically,  she  came  in  at  what  could  not 
have  been  a  worse  time  for  someone  to  take 
over  Red  Herring”  says  Blaise  Zerega,  the 
magazine’s  former  editor  and  now  manag¬ 
ing  editor  of  Wired  magazine.  “The  entire 
publishing  industry  suffered  dramatically. 
She  had  a  difficult  time  ahead  of  her.  She 
made  some  tough  decisions  but  she  helped 
Red  Herring  turn  into  a  very  professional 
organization.” 

When  she  was  introduced  to  the  staff,  the 
company  was  going  through  a  round  of  lay¬ 
offs.  The  holidays  were  approaching,  and  the 
magazine  had  planned  an  elaborate  Christ¬ 
mas  party.  Zerega  asked  Schneider  during 
the  meeting  if  it  was  appropriate  to  continue 
with  a  party  when  pink  slips  were  on  the  way. 
Schneider  decided  to  go  forward  as  planned. 
“It  was  the  right  thing  to  do,”  says  Zerega. 

“I  think  she  is  a  very  smart  and  savvy  thinker 
when  it  comes  to  digital  technologies  and 
the  problems  facing  the  newspaper  industry. 
She  has  the  perfect  combination  of  skills  and 
experience  to  address  the  challenges  facing 
Knight  Ridder.” 

While  still  at  the  Herring,  Schneider  re¬ 
ceived  a  call  from  Ridder  as  she  was  driving 
to  San  Diego.  “I  had  three  kids  in  the  back 
seat,  all  fighting,”  she  says.  “My  cell  phone 
rang  and  it  was  Tony,  and  I  was  trying  to 
quiet  the  boys  dovm.  I  said,  ‘Tony,  I’m  on 
spring  break  in  San  Diego  and  I’ll  be  back  in 
the  Bay  Area  on  Monday,  can  I  call  you 


KR  Senior  VP  Art  Brisbane’s  grandfather  was  famed 
Hearst  editor  and  syndicated  columnist  Arthur  Brisbane. 
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Knight  Kidder’s  Board  of  Directors 


R  ANTHONY  RiDDER,  64,  chairman  and  CEO, 
Knight  Ridden  a  director  since  1987. 

MARK  A.  ERNST,  47,  chairman,  president 
and  CEO,  H&R  Block  Inc.;  a  director 
since  2004. 

KATHLEEN  FOLEY  FELDSTEIN,  64,  president. 
Economics  Studies  Inc.;  director  since  1998. 

THOMAS  R  GERRITY,  64,  professor  and 
former  dean  of  The  Wharton  School  of 
the  University  of  Pennsylvania;  a  director 
since  1998. 

RONALDO.  MCCRAY,  48,  senior  vice 
president/law  and  government  affairs, 
Kimberly-Clark  Corp.;  a  director 
since  2003. 


PAT  MITCHELL,  61,  president  and  CEO, 
Public  Broadcasting  Service;  a  director 
since  2002. 

M.  KENNETH  OSHMAN,  65,  chairman  and 
CEO,  Echelon  Corp;  a  director  since  1996. 

VASANT  PRARHU,  45,  executive  vice  presi¬ 
dent/CFO,  president,  Starwood  Hotels 
and  Resorts;  a  director  since  2003. 

GONZALO  F.  VALDES-FAULI,  58,  retired  vice 
chairman,  Barclays  Capital  (Latin  Ameri¬ 
ca)  and  former  CEO,  Barclays  Group  Latin 
America;  a  director  since  1992. 

JOHN  E.  WARNOCK,  64,  co-founder  and 
co-chairman,  Adobe  Systems  Inc.; 
a  director  since  2001. 

Ages  as  of  Aug.  9,  2005. 


back?’  And  he  said,  ‘Well, 
how  about  I  fly  down 
there?’  I  thought,  he 
must  have  something 
really  interesting  to  say.” 

Dan  Finnigan,  who 
was  heading  up  Knight 
Ridder  Digital,  had  left 
the  company.  “I  think  I 
put  in  a  call  to  her  within 
half  an  hour  when  Dan 
Finnigan  told  me  he  was 
leaving,”  Ridder  says. 

He  offered  Schneider 
the  job  as  CEO  of  Knight 
Ridder  Digital.  Under 
her  watch,  KRD  was 
up  43.7%  in  2004 
with  $114.6  million 
in  revenue. 

As  a  separate  sub¬ 
sidiary,  Knight  Ridder  Digital  develops  and 
manages  the  Internet  properties  of  Knight 
Ridder.  Schneider,  says  Ibargiien,  worked 
closely  with  the  publishers  to  make  sure  the  I 
brands  were  integrated.  “I  think  she  is  fabu¬ 
lous.  I  can  honestly  say  she  is  the  most 
strategic  thinker  I’ve  had  the  pleasure  to 
work  with,”  he  says.  “What  I  like  about  Hi-  1 


lary  is  her  ability  to  come  right  down  to  the 
nub.  She  is  a  tremendous  person  to  debate 
with  —  one  of  the  most  extraordinary  fair- 
minded  individuals.” 

Along  with  her  duties  at  Knight  Ridder, 
Schneider  sits  on  the  boards  at  Career- 
Builder,  Classified  Ventures,  ShopLocal, 
Topix,  Tribe,  and  the  Newspaper  Associa¬ 


tion  of  America.  “She  fre¬ 
quently  challenges  the  ac¬ 
cepted  wisdom  in  a  board 
setting,”  says  Hiller,  who 
sits  on  the  boards  of  Ca- 
reerBuilder,  Classified  Ven¬ 
tures,  and  ShopLocal.  “I 
welcome  it.  Even  if  her 
questions  can  make  us  un¬ 
comfortable,  she  also  has  a 
very  good  personsil  style 
about  her  that  makes  it 
easier  to  have  these  tough 
conversations.” 

The  dynamic  duo? 

Given  their  backgrounds, 
Brisbane  and  Schneider 
think  differently  about 
Knight  Ridder’s  direction, 
but  their  combined  efforts 
may  propel  the  company  forward.  Brisbane 
is  particularly  attuned  to  a  paper’s  operations 
both  inside  and  outside  the  newsroom,  while 
Schneider  is  known  more  for  her  strategy. 

“I’ve  worked  in  the  print  world  and  the 
online  world,  and  really  my  boldest  aspira¬ 
tion  was  figuring  out  how  to  combine  the 
two.  Truthfully,  I  think  that  is  how  we  win,” 


Quinnipiag  U: 

QUINNIPIAC  ON 
THE  CAMPAIGN 

To  help  Connecticut  voters  learn 
more  about  lost  year's  Presidential 
race,  students  from  the  M.S. 
program  in  Interactive  ^  ^ 
Communications  designed  1^0  5 
and  created  a  website  ^ 

for  television  station  Fox 
61 .  They  got  to  strut  their 
stuff  and  prove  to  high-level 
professionals  they've  got  skills 


Quinnipiac  University  is 

preparing  news  professionals  and 
interactive  multimedia  producers  to 
meet  the  challenges  and  technological 
innovations  of  tomorrow.  For  more 
information  call  l-8(X)-462-1944  or 
visit  www.quinnipiac.edu. 

Quinnipiac  University 

Hamden,  Connecticut 


STORY  TIME 

Quinnipiac  recently 
sponsored  a  trip  for 
graduate  journalism 
students  to  the  nationally 
recognized  Nieman 
Conference  on 
Narrative  Journalism. 
What  did  they  learn? 
That  technique  and 
style  can  be  used  in 
narrative  writing  to 
tell  nonfiction  stories 
creatively. 


THE  FUTURE,  TODAY 

Did  you  know  that  the  Ed  McMahon 
Mass  Communications  Center  now  has 
a  high-definition  TV  (HDTV)  studio?  It 
makes  Quinnipiac  one  of  the  country's 
first  universities  to  give  students  access  to 
these  state-of-the-art  facilities  -  the  kind 
used  by  ESPN  and  NBC. 
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Schneider  says.  “We  need  to  connect  the 
way  we  think  about  segmenting  audiences 
and  [otfering]  them  benefits  so  that  we  can 
survive.  I’ve  been  thinking,  wouldn’t  it  be 
great  to  integrate  print  and  online  in  a  way 
that  is  transformational  to  our  customers?” 

Schneider  wants  to  continue  to  saturate 
Knight  Kidder’s  markets  with  all  types  of 
products,  from  the  core  dailies  to  niche 
publications  to  online  content.  “Let  me  give 
you  a  different  way  of  looking  at  this.  I  have 
X  amount  of  time.  I  have  children  in  the 
house  and  I’m  a  working  mom,  which 
means  that  I’m  time-starved.  I  have  a  set  of 
informational  needs,”  she  says.  “My  defini¬ 
tion  of  what’s  going  to  suit  me  may  be  dif¬ 
ferent  from  w'hat  you’re  looking  for,  given 
where  you  are  and  what  you  do.” 

Schneider  starts  with  the  notion  that 
newspapers,  at  the  core,  dominate  the  local 
market  but  that  additional  products  com¬ 
plement  and  expand  reach.  For  ex^unple, 
the  Pah  Alto  (Calif.)  Daily  News,  the  free 
daily  that  was  acquired  by  Knight  Kidder  in 
February,  contains  small  local  ads  touting 
restaurants  and  retail  stores. 

“As  a  consumer,  I  would  argue  I  got 
through  a  day  or  a  week  and  all  of  those 
products  help  me  live  my  life  locally,”  she 


says.  “I  can’t  do  it  all  online,  I  can’t  do  it  all 
with  niche  publications,  and  I  can’t  do  it 
all  in  the  main  newspaper.  By  having  this 
portfolio  of  products,  it  enables  us  to  have 
incremental  reach.” 

While  Brisbane  understands  that  the 
company  has  to  grow  out  from  its  core 
product,  he’s  also  searching  for  ways  to  add 
efficiency  to  the  main  newspaper,  using 
technology  to  simplify  the  production 
process.  “One  of  the  things  I’m  interested 
in  doing  is  exploring  the  opportunity  of  not 
only  shared  content  but  to  share  editing 
across  multiple  locations,”  he  explains.  “To 
share  page  production  across  multiple  op¬ 
erations,  to  find  technology  that  allows  us 
to  say,  ‘Here  is  this  one  place  we  can  pack¬ 
age  our  content,  produce  our  pages,  and 
electronically  route  all  that  material  to  the 
production  facilities  in  those  places.’” 

The  idea  is  to  free  up  resources  so  that 
Knight  Kidder  can  invest  in  content.  “I 
think  you  could  argue  that  if  we’re  going  to 
grow  readers,  we’re  going  to  have  to  invest 
on  the  original-content  side,”  he  adds.  “We 
need  better-paid  reporters  who  will  pro¬ 
duce  higher-quality  work.” 

Despite  what  some  company’s  detractors 
say,  Brisbane  feels  that  Knight  Kidder  has 


been  and  always  will  be  committed  to  good 
journalism.  “The  debate  is  not  over  quality; 
the  debate  is  where  do  the  resources  go? 
Should  we  be  spending  money  here,  or 
here?  I  think  that  getting  our  newsrooms 
truly  focused  on  being  responsive  to  con¬ 
sumers’  reading  appetites  is  something 
to  work  on,”  he  says. 

Since  their  brief  time  as  senior  vice  presi¬ 
dents,  Brisbane  and  Schneider  seemed 
dedicated  to  the  idea  of  working  together. 
“When  we  started  with  the  job  we  quickly 
fell  under  a  good  work  relationship,”  Bris¬ 
bane  says.  “We  share  a  common  objective 
to  problem  solving  and  —  I  don’t  want  to 
speak  for  her  —  but  the  sense  is  that  we’re 
both  very  excited  to  have  these  jobs.  We  just 
have  a  natural  rapport.  I  have  immense 
respect  for  her  knowledge  of  both  print 
and  online.  Her  conversion  of  the  online 
world  is  total,  and  I  think  it  benefits  Knight 
Kidder  greatly.” 

Schneider  is  just  as  complimentary  about 
Brisbane.  “I  feel  like  Art  is  my  partner,”  she 
says.  “We  represent  shared  values  and  I 
trust  him  implicitly.  The  idea  was  that  we 
would  partner  to  go  through  the  next  steps 
for  Knight  Kidder  —  and  it  feels  like  a 
partnership.”  ® 


Increase  Your  Classified 
Revenues  and  Keep  Yenr 
Customers  Safe! 


Benefits  for  Your  Publication; 

•  Generate  additional  revenue 
&  increase  profits 

•  Attractive  up-sell  option  for 
your  classified  customer 

•  No  capital  investment 

•  Simple  to  implement,  manage  &  b 


Firebird  2000  T-Top.Ve 
Motor,  A/C,  $7,000  080. 
Excellent  Condition. 

Call  1-800-123.4567 
Ext.  12345 


ClassAdd  Service  is  easy  to  use! 

When  placing  an  ad,  your  customer 
simply  uses  his  or  her  ClassAdd 
number  and  extension  instead  of 
their  real  number. 


For  information  on  becoming  a  ClassAdd  distributor,  call  1-800-921-0403, 
email  classaddsales(a>networkip.net  or  visit  wwt^.ClassAddService.com. 


ClassAdd  Service  enables  publishers  to  offer 
customers  a  temporary,  private  and  secure 
phone  number  to  use  in  a  classified  ad. 

The  seller's  real  phone  number  stays  private 
and  protected  from  the  public,  which  helps 
keep  them  safe  and  deter  identity  theft.  Calls 
are  seamlessly  forwarded  to  the  seller's 
office,  home  or  cell  phone  or  wherever  they 
would  like  to  be  reached. 


The  Secure  Way  to  Sell' 


Services  provided  by  EIrte  Telecom.  O  2005  Network  Enhanced  Telecom  LLP. 
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ProductionManagerPro  and  Ad  Grabber 

Your  ad  department's  favorite  'housekeeper' 


ProductionManagerPro,  Harris  &  Baseview's  asset-man¬ 
agement  and  ad-tracking  solution,  now  includes  new 
innovations  hosted  on  a  a  cross-platform  server  that 
works  in  either  a  Mac  OS  X  or  Windows  environment. 

New  features  include: 

•  Remote  server  administration,  allowing  your  IT  staff  to 
monitor  activity  and  make  changes  from  any  machine  with 
our  cross-platform  admin  tool; 

•  Status-based  workflows  that 
are  flexible,  customizable  and 
that  allow  steps  such  as  creating 
a  pagination  file,  marking  it 
ready  to  paginate  in  the  system, 
converting  it  to  a  Web  format 
(JPG,  GIF),  sending  the  file  via 
FTP  and  notifying  a  salesperson 
—  all  with  a  single  status 
change. 

•  A  database  powered  by  MySQL; 

•  Extensive  built-in  backup  func¬ 
tions  including  replication; 

•  A  distributed  server  and  database  design  featuring 
"server  groups"  where  many  servers  in  multiple  locations 
act  as  a  single  system  and  make  ProductionManagerPro 
more  conducive  for  use  among  chains  and  groups  that 
share  ads; 

•  A  thin  Web  client  for  database  searches  and  web 
order  entry; 

•  Online  softproofing; 

•  New  timesaving  features  include  background  creation  of 
pagination  files;  digital  proof  delivery  via  Web,  e-mail  or 
fax;  and  automated  delivery  of  pagination  files  to  the 
appropriate  server  for  output; 

•  All  files  and  server  communication  are  transferred  over 
secure  socket  connections; 

•  Automated  report  generation  with  e-mail  delivery; 

•  Automated  creation  of  Web  files  with  built-in  FTP  transfer; 

•  Server  can  notify  IT  staff  via  e-mail  or  pager. 

In  addition  to  the  new  functionality,  we  have  kept  the 
award-winning  design  and  features  newspapers  have  come 


to  love.  Ad-building  support  includes  QuarkXPress,  Adobe 
InDesign  CS,  CS2  or  Multi-Ad  Creator. 
ProductionManagerPro  makes  searching  for  ads  easy  and 
has  built-in  archiving,  ad  preflighting,  as  well  as  element 
tracking  from  start  to  finish. 

Ad  Grabber,  Harris  &  Baseview's  ad-placement  tool,  helps 
you  paginate  files  quickly  in  QuarkXPress  or  Adobe 
InDesign.  Ad  Grabber  eliminates  the  need  to  resolve 
graphic  boxes  manually  one  at  a 
time,  saving  you  time  and  money. 
You'll  no  longer  have  to  place 
items  manually,  and  you'll  also 
eliminate  "make  good"  ads 
because  Ad  Grabber  automatically 
puts  the  numbered  files  into  the 
correct  boxes. 

Ad  Grabber  works  great  as  a  stand¬ 
alone  tool,  yet  its  power  grows 
exponentially  when  combined 
with  ProductionManagerPro, 
placing  only  the  finished  ads 
while  letting  you  know  the  current  workflow  step  of  any 
non-ready  ad. 

Ad  Grabber's  superior  features  include: 

•  A  floating  palette  that  allows  you  to  open,  move,  close 
and  reopen  the  palette  without  losing  any  ad  information 

•  Ad  Grabber  lets  you  keep  the  Ad  Grabber  window  open 
while  performing  other  tasks. 

•  Ad  Grabber  gives  you  much  more  information  about  the 
ads  in  the  palette  than  other  products  offer,  including  the 
job  number,  workflow  status,  customer  name,  the  ad 
description,  ad  size  and  the  resolved  file  type  placed  on 
the  page. 

•  From  PDF  and  EPS  files  to  GIF  and  JPG,  Ad  Grabber  is 
only  limited  by  the  graphic  formats  the  pagination  tool 
can  understand. 

CONTACT:  Peter  Cooper 
321-242-4382 

peter.cooper@harrisbaseview.coni 
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The  Publisher's  Press 


Innovation  for  Business 


The  Goss  FPS  press  is  an  innovative 
new  production  solution  which 
addresses  all  the  latest  newspaper 
publishing  challenges.  The  Goss  FPS  offers 
high  print  quality,  improved  ease  of  access 
and  very  high  production  flexibility.  With 
printing  speeds  up  to  90,000  copies  per 
hour  the  Goss  FPS  compact  press  achieves 
high  net  productivity  with  limited  need  for 
manual  intervention.  Furthermore,  core 
technologies  utilized  on  the  Goss  FPS  are 
already  proven  on  the  Goss  Colorliner 
press. 

High  print  quality  -  Goss'  proven 
DigiRail  digital  inking  system  and  triple 
drum  inker  meets  or  exceeds  both  Ifra  and 
SNAP  quality  standards 

High  productivity  designed  for  24/7 
operation  with  a  very  low  waste  capability, 
fast  changeover,  semi-automatic  and 
automatic  plate  change  options 

High  flexibility  developed  for 
newspaper  and  commercial  production 
with  reel  sizes  up  to  60"  and  a  changeable 
cut-off  option 

High  quality,  low  waste  newspaper  printing 
is  now  a  reality. 

The  Goss  Flexible  Printing  System... 

...The  Publisher's  Press 


The  Goss®  Flexible  Printing  System™ 


i 


Technology  leadership  ^ 

delivering  exclusive 
advantages 


Value  innovation 

aimed  at  real 
customer  benefits 


Ingenuity 

delivering  industry  firsts 


GOSS 

Innovation  for  Business 


SPECIAL  ADVERTISING  SECTION 


GMA  Celebrates  Grand  Opening  with  Successful 
Demonstration  of  PowerWrap 

Allentown,  PA  -  On  June  22,  2005,  GMA  celebrated 
the  Grand  Opening  of  its  new  200,000  sq.  ft. 

World  Headquarters  and  manufacturing  facility. 

Over  200  guests  representing  industry  leaders  from 
around  the  world  toured  the  building  and  viewed  a  live 
demonstration  of  GMA's  latest  technology,  the 
PowerWrap™. 

After  the  tour,  guests  made  their  way  to  the  assembly 
floor  transformed  into  a  candlelit  dining  room.  A  new 
capabilities  video  kicked  off  the  festivities,  followed  by 
several  distinguished  guest  speakers.  Randy  Seidel, 

GMA  President  and  CEO,  opened  with  his  keynote 
address.  He  stressed  the  importance  of  innovation 
through  new  products  to  stay  competitive  and 
profitable.  He  said,  "We  have  an  opportunity  to  prove 
to  you,  our  partners,  that  we're  leaders  of  the  industry 
and  serious  about  delivering  optimal  value  for  your 
investment." 

Following  Mr.  Seidel,  Rudy  Muller,  Chairman  and  Chief 
Executive  Officer  of  Muller  Martini,  shared  his 
company's  history  and  strength  as  the  world's  leading 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 
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provider  of  print  finishing  systems,  and  Hans  Peter 
Sutter,  President  of  the  Mailroom  Systems  Division, 
enlightened  guests  on  worldwide  newspaper  trends 
including  format  changes  and  the  emergence  of  new 
electronic  media. 

Elmer  Gates,  a  local  industrialist  and  philanthropist 
formerly  with  GE,  spoke  about  the  importance  of 
companies  like  GMA  defying  the  deteriorating 
manufacturing  situation  in  America. 

Sales  Manager  Keith  Hockenbery  presented  a  brief 
overview  of  PowerWrap™,  GMA's  containment  system 
that  wraps  and  seals  newspapers  in  plastic  at  inserting 
speeds.  The  system  was  integrated  with  GMA's 
largest  innovation  ever,  a  60:2  SLS3000  High-speed 
Inserter.  Live  demonstrations  followed  at  inserting 
speeds  of  30,000  copies  per  hour,  with  individually 
wrapped  copies  of  "The  GMA  Times"  newspaper 
handed  out  to  the  audience.  The  integrated  system 
ran  flawlessly,  and  the  crowd  showed  their  appreciation 
with  thunderous  applause. 


Complete  Your 
Sundays... 


with  PowerWrap™ 

GMA’s  integrated  PowerWrap  System  contains  your 
complete  newspaper  package  in  a  protective  enclosure 
that  ensures  100%  coverage  and  accountability 
to  your  advertisers.  PowerWrap  incorporates 
the  latest  innovative  technology  that  keeps  your 
operation  running  at  top  inserter  speeds  while 
maintaining  the  highest  quality  finished  package. 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 


Passion  for  Innovation! 

Phone:  610-266-7000  Fax:  610-231-3990 


www.gma.com 


205  WALNUT  STREET 
FRAMINGHAM.  MA  01702 
TEL  500477.4444 
FAX  5064n4474 
WWW.DARIODE8IGNS.COM 


“During  our  Sunday  inserting  project,  Dario  used  his  skills  and  contacts  to 
actually  save  us  more  than  one  million  dollars.  Needless  to  say,  that  made  the 

publisher  smile!  Thomas  J.  Connors,  V.  P.  Production 

Boston  Herald,  Boston,  MA 
November,  1995 


“You  provided  valuable  production  consulting  advice  resulting  in  more  than  a 
$3,000,000  annual  savings.  This  was  incomprehensible.  We  were  astounded 
and  are  forever  grateful.”  .  ceo 


FIRST  THINGS  FIRST 

Here  are  some  of  the  firsts  at  DARIO 
DESIGNS: 

FIRST  and  only  architectural  firm 
dedicated  strictly  to  the  newspaper 
industry. 

FIRST  to  install  a  2x2  TKS  Colortop 
4000  press,  with  3x2  capabilities,  for  the 
Frederick  News-Post  (Frederick,  MD). 
FIRST  to  install  a  KBA  Comet  press 
(Wenatchee, WA) ...  and  the  second  one 
as  well  (Bend,  OR). 

FIRST  to  install  a  WIFAG  press  in  Tulsa, 
OK  (Dario  Designs  engineers). 

FIRST  to  install  a  MAN  Roland 
GEOMAN  Press  with  Dynachange 
capabilities,  tower  to  tower  flying  plate 
changes  (Grand  Rapids,  Ml). 

FIRST  to  install  TKS  4x1  Colortop 
presses  (Salt  Lake  City,  UT). 

FIRST  to  win  NAA  booth  design  contest 
at  NEXPO  four  times  in  a  row. 

FIRST  supplier  to  win  the  ING  "Ozzie 
Newspaper  Award"  (Boston,  MA). 

FIRST  to  undertake  twelve  simultaneous 
newspaper  projects  for  the  same 
company,  all  coming  in  on  budget  and 
on  time.  This  project  was  the  bringing  of 
color  to  The  Wall  Street  Journal. 

FIRST  to  have  a  team  this  large  and 
with  this  much  experience  dedicated 
strictly  to  the  newspaper  industry. 

FIRST  to  install  a  WIFAG  CTP 
(Computer  To  Press)  press  for  North 
Jersey  Media  Group  in  Hackensack.  NJ. 
FIRST  to  install  a  split-end  KBA  Comet 
press  for  Bristol  Herald-Courier  in 
Bristol,  VA. 

FIRST  firm  to  have  10  years  of  service 
in  the  newspaper  industry  with  the 
"Never  Say  Never"  track  record. 


NEWSPAPER 

ARCHITECTURE 

PLANNING 

CONSULTING 


Joseph  H.  Zerbey,  IV,  President  &  CEO 
Newspaper  Agency  Corporation,  Salt  Lake  City,  UT 

January,  2004 


DARIO  DESIGNS  has  worked  on  more 
than  300  newspaper  projects  with  a  team 
who  has  experience  with  over  750  newspaper 
projects ...  and  our  team  has  grown! 

This  is  the  LARGEST  group  of  people  ever 
assembled  dedicated  exclusively  to  the 
design  of  newspaper  and  printing  facilities. 


What  can  we  do 
for  you? 


Never  Say 

"NEVER  SAY  NEVER" 

DARIO  DESIGNS  has ... 

NEVER  had  an  unsatisfied  customer. 
NEVER  been  to  arbitration. 

NEVER  been  to  mediation. 

NEVER  been  to  court  or  trial. 

NEVER  been  sued. 

NEVER  not  been  paid. 

NEVER  needed  a  loan  for  cash  flow  or 
payroll. 

NEVER  lost  a  building  design  competition 
NEVER  not  grown  in  business  each  year. 
NEVER  used  any  errors  &  omissions  or 
malpractice  insurance. 

NEVER  stopped  trying  to  improve  their 
quality. 

NEVER  lost  sight  of  what  got  them  where 
they  are  today. 


DARIO  i 
DESIGNS 


THE  Newspaper  Facility  Design  Specialists 


THE  ANNISTON  STAR,  ANNISTON  AL  ♦  CONSOLIDATED  PUBLISHING  ANNISTON.  AL  ♦  THE  BIRMINGHAM  NEWS  BIRMINGHAM,  AL  ♦  ADVANCED  PUBLICATIONS. 
BIRMINGHAM.  AL  ♦  THE  E  W  SCRIPPS  COMPANY  BIRMINGHAM  AL  ♦  OPELIKA-AUBURN  NEWS  OPELIKA  AL  ♦  CASA  GRANDE  DISPATCH,  CASA  GRANDE  AZ  ♦  THE 
ALAMEDA  TIMES-STAR  ALAMEDA  CA  ♦  ALAMEDA  NEWSPAPER  GROUP  ALAMEDA  CA  ♦  THE  ARGUS  FREEMONT  CA  ♦  THE  DAILY  REVIEW  HAYWARD  CA  ♦  ANG 
NEWSPAPERS  OAKLAND.  CA  ♦  HAYWARD  DAILY  REVIEW  HAYWARD.  CA  ♦  OAKLAND  TRIBUNE.  OAKLAND  CA  ♦  SAN  MATEO  COUNTY  TIMES  OAKLAND  CA  ♦ 
TRI-VALLEY  HERALD  PLEASANTON  CA  ♦  MEDIA  NEWS  GROUP  PLEASANTON  CA  ♦  THE  PRESS  SANTA  ROSA  CA  ♦  DENVER  NEWSPAPER  AGENCY  DENVER  CO  ♦ 
DENVER  POST,  DENVER.  CO  ♦  ROCKY  MOUNTAIN  TIMES.  DENVER  CO  ♦  THE  DAY  NEW  LONDON  CT  ♦  THE  WALL  STREET  JOURNAL  DENVER  CO  ♦  THE  NEW  YORK 
TIMES,  LAKELAND  FL  ♦  NAPLES  DAILY  NEWS,  NAPLES.  FL  ♦  THE  WALL  STREET  JOURNAL  ,  ORLANDO  FL  ♦  THE  TAMPA  TRIBUNE.  TAMPA.  FL  ♦  MEDIA  GENERAL 
TAMPA.  FL  ♦  SCITEX,  ATLANTA  GA  ♦  AUGUSTA  CHRONICLE.  AUGUSTA.  GA  ♦  MORRIS  COMMUNICATIONS  COMPANY.  AUGUSTA.  GA  ♦  CAYMAN  FREE  PRESS.  GRAND 
CAYMAN  ISLAND  ♦  THE  WALL  STREET  JOURNAL  .  LA  GRANGE,  GA  ♦  THE  HONOLULU  ADVERTISER.  HONOLULU  HI  ♦  LA  PRENSA  SAN  PEDRO  SULA  HONDUFWS  ♦ 
THE  ENTERPRISE  DAVENPORT,  lA  ♦  QUAD-CITY  TIMES  DAVEN"  -  ♦  .  '• 'ONAL  DES  MOINES.  lA  ♦  CHICAGO  TRIBUNE.  CHICAGO.  IL  ♦ 

NORTHWEST  HERALD.  CRYSTAL  LAKE.  IL  ♦  SAUK  VALLEY  NE\A''  "'-r"Rb.  IL  ♦  THE  DIXON  TELEGRAPH  DIXON.  IL  ♦  ROCKFORD 

REGISTER  STAR  ROCKFORD.  IL  ♦  THE  DAILY  GAZETTE.  ST'"  :  !l  ♦  SHAW  NEWSPAPERS  STERLING  ♦  ''RT  WAYNE  NEWSPAPERS  INC  FORT  WAYNE  IN  ♦ 

THE  HERALD  JASPER.  IN  ♦  DAILY  NEWS.  BOWLING  GPi  >  nY  ♦  COURIER  JOURNAL  LOUISVILLE  KY  ♦  .  NETT  COMPANY  LOUISVILLE.  KY  ♦  J  FRANK 
PUBLISHING,  MANCHESTER,  KY  ♦  THE  TIMES  SHRE'  -  F'  LA  ♦  NASHOBA  PUBLICATIONS  AYER  MA  ♦  ESSEX  ,  njntY  NEWSPAPERS  BEVERLY  MA  ♦  THE 
BOSTON  GLOBE  BOSTON  MA  ♦  THE  BOSTON  HE'’  -  r^iOSTON  MA  ♦  HERALD  MEDIA  BOSTON  MA  ♦  AMESB'JRY  !.=WS  BOSTON  MA  ♦  BEVERLY  CITIZEN 
BOSTON,  MA  ♦  GEORGETOWN  RECORD.  BOSTON  .  ♦  lAMILTON/WENHAM  CHRONICLE  BOSTON  MA  ♦  MELROSE  FREE  PRESS  BOSTON  MA  ♦  MERRIMACK  RIVER 

CURRENT  BOSTON  MA  ♦  STONEHAM  SUN.  BO  ■  .  MA  ♦  TRI-TOWN  TRANSCRIPT  BOSTON  MA  ♦  WAKEFIELD  OBSERVER  BOSTON.  MA  ♦  SCITEX.  BOSTON.  MA  ♦ 

HOLBROOK  SUN.  BOSTON  MA  ♦  WEYMOUTH  /  :*  BOSTON  M  ,  ♦  CANTON  JOURNA'  ,  MA  ♦  WESTFORD  EAGLE  BOSTON  MA  ♦  BEDFORD  MINUTEMAN 

BOSTON,  MA»  BILLERICA  MINUTEMAN  Bl'  F-  ■,  MA  ♦  CHEL  MSFORD  INDEPENDENT  JOSTON.  LINCOLN  JOURNAL  BOS'ON  MA  ♦  LITTLETON  INDEPENDENT 
BOSTON  MA  ♦  READING  ADVOCATE,  BF  MA  ♦ 'HE  BE  .CON.  BOSTON  MA  ♦  THE  XDNCORD  JOUNNk^  BOSTON  MA  ♦  WlLMING'ON  ADVOCATE.  BOSTON  MA  ♦ 

WOBURN  ADVOCATE.  BOSTON  MA  ♦  At,  ERS  HERALD,  BC»TO' .  ’M  ♦  ASHLAND  :  \B,  BOSTON  MA  ♦  LjpVER-ShERBORN  PRESS  BOSTON.  MA  ♦  HOPKINTON 

CRIER,  BOSTON  MA  ♦  SHREWSB'  h  ’.HRONICLE  BOjTON.  MA  ♦  HE  SUDBURY  TO  M  CRIER  BOSTON.  MA  ♦  HARVARD  HILLSIDE  X)STON.  MA  ♦  THE  BOLTON 

COMMON  BOSTON.  MA  ♦  COH  ’  MARINER  B  jSTOW,  MA  ♦  HE  HINGHAM  JOU  BOSTON.  MA  ♦  THt.  UPPER  CAPE  CODDE  T.  BOSTON  MA  ♦  IPSWICH 

CHRONICLE  BOSTON,  MA  ♦  ’.’ONT  CITIZEN-  i^ALO  'BOSTC  MA  ♦  BURLING'ON  UNION,  BOSTON  MA  ♦  LEXINGTON  MlNUTE'lAN.  BOSTON  MA  ♦  THE 

ARLINGTON  ADVOCATE  P  ’  MA  ♦  MA  REPORTr=  BOSTON  MA  ♦  BKSLMPSCOTT  REPORTER.  BOSTON  MA  ♦  HUDS'O'^  SUN.  BOSTON  MA  ♦ 

MARLBOROUGH  ENTERF  ■  ’  BOSTON  MA  ♦  Tl  I  :j  MA  ♦  AB  NGTO.  /  C  .  R  BOSTDN  MA  ♦  BRAiNTRE  sfORUM  BOSTON  MA  ♦ 

HANOVER  MARINER  BO  -  N  MA  ♦  KINGSTON  MAP  i.rP  BL  '  ■  MA  ♦  MARSHFIELD  MA  ’.::-  -  MA  ♦  PE  'BROKE  MARINER  BOSTON  MA  ♦  SCITUATE 

MARINER,  BOSTON  MA  ♦  DFORD  TRANSCRIPT  BOSTON  MA  ♦  SOMERVILLE  JOURNAL  BOSTON  MA  ♦  SA  lOOS  ADV  RTlSER  BOSTON  M^#  MALDEN  OBSERVER 

BOSTON  MA  ♦  THE  MILF  :  DAILY  NEWS  BOSTON  MA  ♦  NEEDHAM  TIMES  BOSTON  MA  ♦  SHARON  ADVOC  <fl  BOSTi  ’I  MA  ♦STOuGHTO  !  JOURNAL  BOSTON  MA 

♦  THE  DAILY  NEWS  TRAt.  RIPT  BOSTON  MA  ♦  ALLSTON/BRIGhTON  TAB  BOSTON  MA  ♦  NORTON  MIRROR  lOSTON,  .'A  ♦  PARK'/y/AY  TRANSCRIPT  BOSTON  MA  ♦ 

THE  WAYLAND  TOWN  CR  BOSTON  MA  ♦  'HE  WESTON  TOWN  CRIER  BOSTON  MA  ♦  WESTWOOD  PRESS  BOSTON  .‘  -  ♦  NORTH  ANDOv  ’Ji CITIZEN  BOSTON  MA 

♦  HARWICH  ORACLE  B  ON  MA  ♦  THE  CAPE  CODDER  BOSTON  MA  ♦  THE  WEllESLEY  TOWNSMAN  BOSTON  '.’A  ♦  THE  REGISTER,  BOSTON,  MA  ♦  THE 
ENTERPRISE.  BROCKTOt  LA  ♦  NEWSPAPER  MEDiA  COMPANY  BROCKTON  MA  ♦  HARVARD  CRIMSON  CAMBRBGE,  M  -  ♦  CAMBRIDGE  CHRONICLE  CAMBRIDGE  MA 

♦  THE  WALL  STREET  JC_h.’^^^£a^flg6^J4jt^6^H^£^,^^TERPRiSE  -ITCHBU  ..L.  ♦  _  :A_...3WEST  r  a  lY  NEWS  FRAMIN  *MIM  MA  ♦  COMMUNI’TY 

NEWSPAPERS  FRAMINGHAM.  MA  ♦  THE  RECORDER,  GREENFISSP  MA  ♦  NEWSPAPERS  OF  NEW  ENGLAND.  <»EEI  FlD  MA  ♦  THE  EA  l&TRIBUNE  LAWRENCE. 
MA  ♦  EAGLE-TRIBUNE  PUBLISHING  uOMHANy  lAWkENuE,  Ma  ♦  '  •=  SUN  LOWELL  M^  DAILY  EVENING  ITEM.  I  • :  MA  ♦  THE  PATR‘  JT LEDGER  QUINCY  MA  ♦ 
THE  ENTERPRISE.  QUINCY.  MA  ♦  ADVANCED  PUBLICATIONS.  SPR  i  •  ‘-=IELD  MA  ♦  THE  (PUBLICAN  SPRINGFIF  '  MA  ♦  THE  BALTiMOiflE  SUN.  BALTIMORE  MD  ♦ 
THE  FREDERICK  NEWS-POST.  FREDERICK  MD  ♦  THE  WALL  STREE  '  OURNAL  SILVER  SPRINGS  MD  ♦  BANGC  .LY  NEWS  BANGO  .  MB  ♦  THE  TIMES  RECORD. 
BRUNSWICK  ME  ♦  SUN-JOURNAL.  LEWISTON  ME  ♦  BAY  CITY  TIM  .:  BAY  CITY  Ml  ♦  V  UfiY  PUBLISHING,  B^  '  i”  SAGINAW  M  ♦  ~H~  FUNT  JOURNAL  FLINT  Ml  ♦ 
JACKSON  CITIZEN  PATRIOT.  JACKSON.  Ml  ♦  KALAMAZOO  GAZET’  -  KA..AMAZOO  Ml  ♦  TVIE  GRAND  RA'  RESS  GRAND  RAPI  A  W  ♦  THE  SAGINAW  NEWS 
SAGINAW  Ml  ♦  CASS  COUNTY  DEMOCRAT  HARRISONVILLE.  MO  ♦  jUTHEAST  MISSO  «MiN.  CAPF  G  Pl--  FAU  MO  ♦  ST  LOUIS  P.3T-OISPATCH  ST  LOUIS  MO  ♦ 
NE  MISSISSIPPI  DAILY  JOURNAL.  TUPELO  MS  ♦  THE  LINCOLN  JOU  UAL  STAR  LINCOLN  W®  ♦  '.r--  -iFPAlD  SCOTTSBLUFF  NE  ♦  THE  NOR^h  PLATTE  TELEGRAPH, 
NORTH  PLATTE,  NE  ♦  THE  ASHEVILLE  CITIZEN-TIMES,  ASHEVIL'  NC  ♦  THE  WALL  STPFr  ”  ;.  ..jRNAl  BOWLING  GREEN  ♦  THE  WALL  STREET  JOURNAL 
CHARLOTTE,  NC  ♦  THE  DAILY  ADVANCE.  ELIZABETH  CITY,  NC  ♦  ;OX  NEWSPAPERS  ELIZABETH  CPY  NC  ♦  GASTON  G.-^ZETTE.  GASTONIA.  NC  ♦  THE  DAILY 
REFLECTOR,  GREENVILLE  NC  ♦  FOSTER'S  DAILY  DEMOCRAT,  D<  .  =R  NH  ♦  EXETER  NEWS-LETTER  EXETER  NH  ♦  '  c  I®NE  SENTINEL  KEENE.  NH  ♦  THE 
TELEGRAPH.  NASHUA.  NH  ♦  PORTSMOUTH  HERALD.  PORTSMOUTl  ’..H  ♦  SEACOAST  NEWSPAPERS  PORTSMOUTH  NH  #  ROCKINGHAM  NEWS  ROCKINGHAM.  NH  ♦ 
YORK  WEEKLY,  YORK.  NH  ♦  YORK  COUNTY  COAST  STAR.  YORK.  .  ♦  THE  PRESS  ATLANTIC  CITY  NJ  ♦  EVERGR  ^  PWNTING  &  PUBLISHING.  BELLMAWR  NJ  ♦ 

REVIEW  JOURNAL.  SOUTH  BRUNSWICK.  NJ  ♦  THE  RECORD,  HACKf  '  ,?ACK  NJ  ♦  NORTH  JERSEY  MEDIA  GROUP  w«3®IGACK,  NJ  ♦  THE  STAR  LEDGER  NEWARK.  NJ 

♦  THE  WALL  STREET  JOURNAL  PRINCETON  NJ  ♦  A  F  L  WEB  PRIN  ’  I’-IG  VOORHEES  Nj  ♦  THE  NEW  YOR^.  60IS0N,  NJ  ♦  TIMES-UNION  ALBANY  NY  ♦  DAILY 

NEWS.  COLLEGE  POINT  NY  ♦  THE  NEW  YORK  TIMES,  NEW  YORK  UTY  NY  ♦  THE  BUFFALO  N  NY  ♦  THE  TIMES  HERALD  MIDDLETOWN.  NY  ♦  LAS 

VEGAS  REVIEW  JOURNAL.  LAS  VEGAS.  NV  ♦  THE  COLUMBUS  DISPATCH,  COUJMBtlS,  OH*  THE  PUM  CRATER.  CLEVELAND  OH  ♦  THE  VINDICATOR  YOUNGSTOWN 
OH  ♦  CAPITAL  PRESS.  SALEM  OR  ♦  THE  BULLETIN  BEND,  OR  ♦  WESTERN  COMMUNICATIONS  INC  .  BEND  OR  ♦  THE  DAILY  ASTORIAN  ASTORIA.  OR  ♦  HERALD  AND 
NEWS.  KLAMATH  FALLS.  OR  ♦  THE  EAST  OREGONIAN  PENDLETON  OR  ♦  EAST  OREGONIAN  PUBLISHING  COMPANY.  PENDLETON  OR  ♦  DEE  PAPER  COMPANY. 
CHESTER  PA  ♦  ERIE  DAILY  TIMES.  ERIE,  PA  ♦  OBSERVER-REPORTER  WASHINGTON,  PA  ♦  READING  EAGLE.  READING.  PA  ♦  THE  EVENING  SUN  HANOVER,  PA  ♦  THE 
EXPRESS-TIMES,  EASTON.  PA  ♦  THE  WALL  STREET  JOURNAL  ,  SHARON  PA  ♦  TRIBUNE-REVIEW.  PITTSBURGH  PA  ♦  CHATTANOOGA  TIMES  FREE  PRESS 
CHATTANOOGA  TN  ♦  AMARILLO  DAILY  NEWS  AMARILLO.  TX  ♦  AUSTIN  AMERICAN-STATESMAN.  AUSTIN  TX  ♦  DALLAS  MORNING  NEWS  DALLAS  TX  ♦  LUBBOCK 
AVALANCHE  JOURNAL.  LUBBOCK  TX  ♦  THE  WALL  STREET  JOURNAL  BEAUMONT  TX  ♦  THE  WALL  STREET  JOURNAL  DALLAS.  TX  ♦  TYLER  MORNING  TELEGFIAPH. 
TYLER.  TX  ♦  THE  DESERET  NEWS.  SALT  LAKE  CITY.  UT  ♦  NEWSPAPER  AGENCY  CORPORATION,  SALT  LAKE  CITY,  UT  ♦  THE  SALT  LAKE  TRIBUNE.  SALT  LAKE  Cl’TY.  UT  ♦ 
BRISTOL  HERALD-COURIER  BRISTOL,  VA  ♦  LANDMARK  COMMUNICATIONS  NORFOLK,  VA  ♦  THE  FREE  LANCE-STAR  FREDERICKSBURG.  VA  ♦  THE  NEWS  &  ADVANCE, 
LYNCHBURG.  VA  ♦  THE  VIRGINIAN-PILOT.  VIRGINIA  BEACH.  VA  ♦  THE  TIMES  ARGUS,  BARRE,  VT  ♦  RUTLAND  HERALD  RUTLAND.  VT  ♦  THE  COLUMBIAN,  VANCOUVER,  WA  ♦ 
THE  HEFJALD.  EVERE’TT,  WA  ♦  THE  WALL  STREET  JOURNAL  ,  SEATTLE.  WA  ♦  THE  WENATCHEE  WORLD.  WENATCHEE,  WA  ♦  BLISS  COMMUNICATIONS.  INC  .  JANESVILLE.  W1 


Thank  you  for  contributing  to  our  success! 


i  ‘  ,1 

^SPECIAL  ADVERTISING  SECTION 


Quipp-Gripp  III  Single-Gripper 
Conveyor  System 

Quipp  introduced  the  Quipp-Ghpp  III  Single-Gnpper  Conveyor  System 
at  NEXPO  2005  in  Dallas,  TX 


Innovative  Technology 

The  Quipp-Gripp  III  Single-gripper  Conveyor  System  is  a 
versatile,  high  quality,  positive  control  conveyor 
developed  espedally  for  newspaper 
production  systems. 

This  "smart",  microprocessor 
controlled  conveyor  uses  a  series  of 
grippers  mounted  on  an  articulating 
chain  to  transport  newspapers  and 
other  printed  products.  Each  gripper 
carries  a  single  copy  of  the  products 
being  conveyed. 

Versatile,  flexible,  accurate  and 
affordable,  the  Quipp-Gripp  III  Single-Gripper  Conveyor 
System  is  a  cost  effective  solution  to  many  of  the  complex 
problems  confronting  today's  newspaper  packaging  centers. 


Made  from  a  space  age  composite  and  the  use  of  nitrogen 
hardened  alloys  in  wear  areas,  assures  ultimate 
performance,  reliability  and  endurance. 

A  built-in  diagnostic  system  identifies 
and  remembers  grippers  that  might 
malfunction  and,  when  directed, 
automatically  directs  them  to  an 
inspection  station  where  maintenance 
can  be  conveniently  performed. 

The  system's  controller  constantly 
tracks  the  location  of  each  gripper  and 
can  instantly  divert  their  loads  to  any 
destination  within  the  system  with 
complete  accuracy,  a  particularly  useful  feature  if  a 
downstream  or  upstream  piece  of  production  machinery 
should  fail. 


Improved  Performance 

Newspapers  that  want  to: 

•  Run  presses  at  higher  speeds 

•  Count  products  accurately 

•  Insert  on-line 

•  Split  streams  easily 

•  Deliver  to  multiple  destinations 

•  Gain  maximum  use  of  existing  floor  space 

•  Minimize  storage  requirements 

•  Keep  products  moving 

•  Preserve  product  quality 

•  Reduce  material  handling 

are  ideal  candidates  for  Quipp-Gripp  III  Single-Gripper 
Conveyor  Systems. 

Positive  Pick-Up 

The  Quipp-Gripp  III  Single-Gripper  Conveyor  System 
excels  at  the  critical  task  of  picking  up  newspapers, 
setting  new  standards  for  control  and  accuracy. 

A  laser  sensor  detects  each  paper  and  provides  the  system 
controller  with  the  necessary  signal  to  synchronize 
grippers  with  papers. 

As  papers  enter  the  pick-up  station,  positive  pick-up  is 
assured  as  the  pick-up  conveyor  drives  the  leading  paper 
firmly  into  the  jaws  of  the  next  available  gripper. 

Precise  Control 

At  the  heart  of  the  Quipp-Gripp  III  Single-Gripper 
Conveyor  System  is  the  unique  Quipp  gripper.  Rugged, 
built  to  last,  self-adjusting  to  different  paper  thickness, 
grippers  are  mounted  on  3.5  inches  centers. 


Strength  &  Flexibility 

The  Quipp-Gripp  III  Single-Gripper  Conveyor  System  is 
more  than  tough  enough  to  meet  the  demands  of  any 
newspaper  production  environment.  Its  grippers  are 
mounted  on  an  exceptionally  strong  chain  made  from 
Nylafill  TM,  a  high  strength,  space  age,  carbon  and  glass 
fiber  reinforced  nylon  composite. 

The  chain  readily  articulates,  moving  in  a  precision 
extruded  aluminum  track  with  hard  anodized  wear 
surfaces  to  assure  long  track  life.  The  chain  and  track  can 
be  configured  in  an  unlimited  variety  of  twists  and  curves 
to  accommodate  any  packaging  center  layout. 

Four  polyurethane  wheels  equipped  with  precision  ground 
ball  bearings  are  mounted  on  each  chain  link.  The  wheels 
are  exceptionally  quiet  and  have  excellent  shock 
absorption  properties. 

The  Quipp-Gripp  III  Single-Gripper  Conveyor  System's  low 
operating  speed  promotes  longevity  and  minimizes 
maintenance.  Chain  velocity  is  only  5  mph,  with  press 
speeds  of  90,000  copies  per  hour. 

Contact 

For  additional  information  about  the  Quipp-Gripp  III 
Single-Gripper  Conveyor  System,  please  contact  us  at 
news@quipp.com  or  at  (305)  623-8700. 

Angel  Arrabal 
VP  of  Sales  &  Marketing 
Phone  (305)  623-8700  ext.  337 
angel@quipp.com 


SIO 


The  Quipp-Gripp  III 
Single-Gripper 
Conveyor  System  is: 

•  ReHabie 

•  Fiejicibie 

•  Durabte 

•  High  Speed 

•  Quiet 

•  Made  in  the 

To  request  additional  information  i 
improved  Quipp-Gripp  III  Single-Gripper  Conveyor 
System,  please  contact  us  at  news@quipp.com  or 
at  (305)  623-8700  ext.  350. 


Quipp  Systems,  Inc. 

4800  N.W.  157th  Street  •  Miami,  Florida  U.S.A.  33014 
Telephone;  (305)  623-8700 
Parts:  1-800-258-1390  •  Fax:  (305)  623-0980 
www.quipp.com  •  news@quipp.com 
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The  Bottom  Line 

A  stitch  in-line  saves  time.  Definitely!  Stitching  6  stitching  heads,  for  stapling  across  the  web.  The  drive 

in-line  can  increase  your  press  utilization  and  your  of  the  stitcher  can  be  either  mechanical  or  shaftless, 

daily  run.  It  will  improve  the  bottom  line  of  your 

newspaper's  operation  efficiency  and  add  value  to  your  Our  stitcher  has  a  capability  of  stitching  between  16  and 
product  line.  128  pages  at  full  press  speed,  up  to  100,000  copies  per 

hour  in  straight  run. 

Newspapers  often  look  for  ways  to  increase  the  utilization 

of  their  largest  fixed  asset,  their  printing  press,  to  produce  The  stitcher  normally  operates  with  24  gauge  wire,  up  to 

products  that  today  require  third  party  printing.  In-line  128  pages,  but  thinner  wire,  26  gauge  can  be  used  for  as 

stitching  is  one  way  to  bring  products,  such  as  your  weekly  many  as  64  pages. 

TV  book,  magazines  and  other  commercial  products,  in 

house.  In-line  stitching  can  be  combined  with  an  in-line  trimmer 

and  stacker.  The  production  is  done  in  one  single  pass. 

MotterStitch  Co.  custom  designs  in-line  stitchers  to  fit  all 

existing  types  of  folders  on  the  market  today,  for  straight.  We  offer  complete  turn-key  installations  in  new  folders,  as 
collect  and  double  collect  modes,  equipped  with  2,  3,  4  or  well  as  retrofitting  on  site  in  old  folders. 


MotterStich  has  165  stitchers  in  operation  in  the  USA  and  Canada.  Of  these,  32  are  in  newspaper 

presses.  See  below  for  listing 

MotterStitch  Newspaper  Customers  in  USA  and  Canada 


FOLDER 

UNITS 

Austin  American  Statesman 

Austin,  Texas 

KBA  KF-96 

1 

Butler  Eagle 

Butler,  PA 

Goss  Uniliner  2:3:3 

1 

Calgary  Sun 

Calgary,  Canada 

Goss  3:2 

1 

Charlotte  Observer 

Charlotte,  NC 

Man  3:2 

1 

Colorado  Mountain  News 

Gypsum,  CO 

DGM  1030 

1 

Daily  Press 

Newport  News,  VA 

Goss  3:2 

1 

Dayton  Daily  News 

Dayton,  OH 

KBA  KF-96 

2 

Fayetteville  Observer 

Fayetteville,  NC 

KBA  KF-96 

1 

Gallup  Independent 

Gallup,  NM 

Goss  Universal-45 

1 

Gannett  Offset/Army  Times 

Springfield,  VA 

Goss  3:2 

1 

Gainesville  Sun 

Gainesville,  FL 

Goss  3:2 

1 

Las  Vegas  Review 

Las  Vegas,  NV 

Goss  3:2 

1 

Milwaukee  Journal  Sentinel 

Milwaukee,  WI 

KBA  KF-5 

2 

News  Journal 

Daytona,  FL 

Goss  3:2 

1 

News  &  Observer 

Raleigh,  NC 

KBA  3:2 

1 

North  Jersey  Media  Group 

Rockaway,  NJ 

MAN  Uniset-60 

1 

Orlando  Sentinel 

Orlando,  FL 

Goss  3:2 

2 

The  Post-Standard 

Syracuse,  NY 

Wifag  2:5:5 

1 

The  Repository 

Canton,  OH 

Goss  3:2 

2 

The  Democrat  and  Chronicle 

Rochester,  NY 

Man  2:3:3 

1 

Sun-Sentinel 

Ft.  Lauderdale,  FL 

Goss  3  :2 

2 

Sun-Times 

Chicago,  IL 

Goss  Universal-70 

1 

The  Telegraph 

Nashua,  NH 

DGM  1030 

2 

The  Tennessean 

Nashville,  TN 

MAN  Uniset-75 

1 

Toronto  Sun 

Toronto,  Ontario 

Goss  3:2 

1 

Tuscaloosa  News 

Tuscaloosa,  AL 

Heidelberg  JF-35 

1 

((jT;t  MotterStitch  co. 
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@  Motter Stitch  co. 

P.O.  Box  553  Telephone:  (609)  693-6262 

504  North  Main  Street  Telefax:  (609)  693-9182 

Lanoka  Harbor,  NJ  08734  E-MAiL:roland@motterstitch.com 

USA  ,  web  site:http://www.motterstitch 


A  Stitch  in. 


Typical  Installation  of  MotterStitch 
stitchers  in  web  folders 

Figure  1:  Shows  double  round 
stitchers  for  straight  and  skip- 

'  stitch  production  instailed  below 

the  former,  (space  requirement  is  18”  or  450  mm). 

Figure  2;  Shows  different  alternatives  for  installing  a  single 
round  stitcher  for  straight  production. 

A) .  Below  the  former  (space  requirement  is  12”  or  300mm.) 

B) .  Balloon  position  for  stitching  inserts 


In-line  Stitchers  for: 


•  Newspapers 

•  Catalogs 

•  Flyers 

•  Connies 


Figure  2 


Typical  Installations  of  MotterStitch  stitchers 
in  various  gravure,  flexo  or  offset  folders 

Figures  3  and  4  show  basic  installations  for 
stitching  straight,  collect,  and  double  collect, 
against  an  existing  collect  cylinder. 

Figure  3  shows  the  stitcher  mounted  in  the 
folder. 


Figure  4 
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Management  Handover  at  WIFAG 


Goetz  Stein  (69),  CEO,  will  retire  at  the  end  of  July. 

On  August,  1st  2005  he  will  be  succeeded  by 

Dr.  Peter  Boeglin  (43) 

In  the  last  two  and  a  half  years  he  has  step  by  step  taken  over  the  new  function  as  CEO. 
Goetz  Stein  will  continue  as  a  member  of  the  supervisory  board  and  is 
provisionally  responsible  for  the  sales  division. 


CONTACT: 

Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Tel.770  850-8511 
Fax.  770  850-8550 
E-mail  JOEatWIFAG@aol.com 
www.wifag.ch 


WIFAG 
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PROVEN  TECHNOLOGY 
RELIABLE  SOLUTIONS 


Druckzentrum  OetwiI  am  See.  SwiUerland 


Productivity,  flexibility, 
quality  and  perfomance 


Extensible  at  any  time: 

Image  based  closed  loop 

-  cut-off  register 

-  color  register 

-  ink  density 

-  on-press  imaging 

Benefits 

-  Reduced  press  operation 

-  Reduced  waste 

-  Reduced  process  time 

-  Investment  security 


WIFAG 

Maschinenfabrik  WIFAG 
Wylerringstrasse  39,  CH-3001  Bern 
Tel.  +41  31  339  33  33 
Fax  +41  31  339  36  66 
info@wifag.ch,  www.wifag.ch 
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TKS  in  Business  Since  1874  Manufactures  and 
Sells  Single  Width  and  Double  Width  Offset 
Presses  for  Small  to  Large  Dailies 

The  line  of  shaftless  presses  includes: 


COLOR  TOP  9000CDH 

A  6  X  2  (75"  web  width  x  21"  cutoff)  press,  the  ColorTop 
9000CDH  (couple  drive,  H  style  unit)  is  rated  at  90,000 
copies  per  hour.  This  design  is  based  on  the  highly 
successful  Color  Top  7000  4  x  2  press  blanket  to  blanket 
technology  and  the  Color  Top  8000,  wide  web  directory 
press.  TKS  technology  has  earned  a  reputation  for  running 
presses  with  70"  and  wider  webs. 

TKS  COLOR  TOP  4000  (2  x  2  FORMAT) 

The  Color  Top  4000  unit  features  newspaper  and 
semi-commercial  technologies.  The  unit  can  be  fitted  with 
digital  or  open  fountain  inking,  spray  bars  or  continuous 
dampening  for  commercial  work.  The  press  rated  speed  of 
70,000  cph  is  in  the  fastest  class  of  single  width  presses 
in  the  industry.  The  Color  Top  4000  will  have  all  the 
features  offered  with  the  Color  Top  7000  line,  the  big 
brother  to  the  Color  Top  4000. 

Let  us  show  you  how  these  presses  could  fit  in  your 
operation. 

COLOR  TOP  8200CDH  FLOOR  MOUNTED  RIGHT  ANGLE 
PRESS 

A  production  center  in  Japan,  The  Shikoku  Shimbun 
(Newspaper)  Printing  Center  is  proving  that  all  doublewide 
presses  do  not  have  to  be  substructure  mounted.  This 
installation,  which  has  been  running  for  over  two  years, 
has  all  the  press  equipment  installed  on  the  same  floor 
level  with  the  mailroom  located  in  the  middle. 

The  reels  and  units  are  located  at  a  right  angle  from  the 
folders.  The  web  is  led  in  a  straight  path  from  the  RTP  up 
and  through  the  Tower.  After  exiting  the  Tower,  the  web 
is  then  turned  and  runs  straight  into  the  folder.  This 
concept  was  developed  for  consistent  4/4  printing  and 
consistent  tension  control. 

Three  presses  consisting  of: 

•  Four  high  towers  for  4/4  printing  mounted  right 
angle  to  folder 

•  Two  high  towers  for  2/2  printing  mounted  right  angle 
to  folder 

•  RTP's  mounted  right  angle  to  press 

•  Double  folders  with  70  degree  folders 


Press  Specifications: 

•  21.5"  cutoff 

•  64"  wide  web 

•  85,000  copies  per  hour 

•  Couple  drive  shaftless 

•  Automatic  web  leading  from  RTP  to  folder 

•  Spray  bar 

•  AS/RS  roll  storage  system 

•  AGV  roll  transportation 

•  TKS  Inspector  (on  line  imaging) 

•  Blanket  wash 

•  Roller  stacker 

•  Paster  Preparation  Robots 

Several  U.S.  newspapers  have  visited  this  facility  and 
commented  on  the  efficiency  and  practicality  of  this  press 
design.  Some  advantages  of  this  design  are:  lower  ceiling 
height,  elimination  of  tabletop  foundation  and  more 
efficient  manning  due  to  press  and  mailroom  equipment 
all  being  on  the  same  level. 

Let  us  show  you  the  benefits  of  this  unique  concept  in  press 
technology. 

MATERIAL  HANDLING 

TKS  has  consolidated  their  material  handling  division, 
KKS,  into  new  headquarters.  KKS,  a  sister  company  of  TKS, 
manufacturers  and  sells  a  wide  range  of  equipment  including 
roll  handling  systems,  paster  preparation  robots,  stackers 
and  bundle  distribution  equipment. 

Let  us  tell  you  about  new  and  interesting  solutions  in  mate¬ 
rial  handling. 

CONTACT: 

TKS  Sales  for  North  America 
(800)  375-2857 
sales@tkspress.com 
www.tksusa.com 

TKS  -  Celebrating  25  years  in  the  USA 

TKS 

SINCE  1874 
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Youllbui 

TKS  press  for  the  engineering. 
Your  second, 
for  the  Customer  Seruice. 


THE  TKS  PRODUCTIVITY  ADVMIIITA6E: 

PRESS  AUDITS - 

Ei/aluative  analysis /or  optimum 
performance. 

TROUBLESHOOTING - 

Time-sensitive  response  and  resolution. 

FOLDER  REPAIR/REBUIIOS- 

Optimize  operational  ejficiency  of 
folder  s^em. 

ONUNE  PARTS  INUENTORy- 

Easy,  fast  and  Available-thousands 
of  parts  warehoused  in  the  U.5.  A. 

FACTORV-TRAINEO  TECHNICIANS - 

On  call  24/7. 


TKS  is  certified  IS09001: 2000 


forM  Uating  Impression. 


TKS's  Service  Program  is  second  to  none  in  the  industry.  Staying  true  to  our  promise 
of  providing  customers  with  the  Productil/iti/ Advantage: 

•  Complete  Project  Management  program  covers  all  phases  of  a  press  project - 
from  contract  development  througn  project  acceptance. 

•  Comprehensive  Training  program  provides  eveiyone  an  opportunity  to  be 
productive  u/ith  their  new  press. 

•  Advanced  Diagnostics  Factory  Training  program  for  pur  technicians. 

In  all  matters  of  service -TKS  has  you  covered. 

Call  today  to  learn  more  about  our  Customer  Service  Program.^ 
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PRISM  Incorporated 


PRISM  Incorporated  pioneered  the  use  of  PC  based 
control  systems  for  document  handling  and  inkjet 
controls  in  the  printing,  mailing  and  newspaper 
industries  over  20  years  ago  and  continues  to  be  a  leading 
supplier  of  these  products  worldwide. 


prism's  Control  Pro™  with  Zone. Net™  is  the 
Windows  XP®  based  state-of-the-art  insert 
management  system  for  today's  modern  packaging 
production  facilities.  The  Control  Pro™  is 
designed  to  seamlessly  integrate  your  complete 
packaging  operation.  From  interfacing  with  your 
existing  database  management  system  all  the 
way  through  to  the  loading  system.  Control 
Pro™  melds  the  entire  process  into  one 
seamless  operation  controlled  through  an 
intuitive  and  powerful  user  interface. 


Control  Pro™  systems  achieve  the  best  balance  of 
reliability,  proven  technology  and  state-of-the- 
art  capabilities.  This  product  provides  quality 
controls,  zoning,  data  collection  and  modern  connectivity 
for  Internet  and  intranet  communication.  When  combined 
with  the  Group  Management  System™,  production  plans 
can  be  utilized  from  a  variety  of  vendors  and  types.  Single 
point  mailroom  management,  multiple  and  remote  location 
monitoring  from  multiple  units  can  also  be  provided. 

The  Control  Pro™  offers  production  efficiencies  and 
quality  insert  management  for  the  following  inserters: 
GMA  SLS  1000  &  2000  inserting  lines,  Muller  Martini 
Alphaliners,  227's,  375's,  Heidelberg  1372,  1472  and 
2299's,  the  Kansa  760,  as  well  as  full  control  of  the  Kansa 
Twister  as  an  add-on  to  any  of  the  listed  inserters  with 
full  independent  feeder  functionality. 

•  L _ 


Some  features  and  functions  may  not  be  available  for  all 
inserters,  based  on  the  hardware  in  place,  vintage  or 
model  of  inserter. 

. _ _  Zone  Definition 

•  Packet  assignment 
Total  draw 

•  Automatic  halt  before  or  after  execution 

•  Stack  size  and  compensation 


Primaiy  Countdown  0 


i  ’iiiiiritrininiiriiTOni  IP 

Mil  II  I  I- 1  i  i  Mil  M  I  1  f  T  i  i  ta 


Zone  Manipulation  During  Run 

Suspension 

Addition  and  deletion 
Re-sequencing 
Modification  of  total  draw 
Reorder  and  redo 


Insert  Definition 

•  Description 

•  Feeder  assignment 

•  Miss  handling  and  threshold 

•  Double  handling  and  threshold 

•  Feathering  percentage 

Insert  Performance  Tracking 

•  Feedback  to  customer 

•  Statistical  data 

•  Comprehensive  information 

Real-time  display 

•  Machine  display 

•  Condition  of  all  pockets 

•  Feeder  assignment 

•  Production  statistics  (including  products  per  hour  and 
time  to  complete) 

•  Currently  running  zones 

•  Entire  job 

Stacker  Controls 

•  End  of  zone  eject 

•  Optional  odd  count  bundles 

Database  Integration  with  upload  and 
download  functionality 

•  GMS 

•  Customer  supplied  spreadsheet 

•  Various  3rd  party  systems 


PRISM  controllers  are  now  also  available  through  our  new 
partner  Joe  Scott  &  Associates  on  all  of  their  remanufac¬ 
tured  1472,  1372,  630,  2299  and  227  inserters. 


Extensive  Production  Reports 

Bundle  Labeling  (with  supported  printers) 

Inline  Inkjet  Addressing 

Selective  Inserting 

Micro  Zoning 
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PRISlti 

BBnBO-FIB  your  existing  bundle  wrappers,  inserters 
and  mail  rooms  with  a  PRISM  solution  and  start  realizing 
the  cost-saving  benefits  today! 

idl&Ufpap 

ppin 


Aeftocd  8"  Prlii8  Scnitpl* 

PPoditetGl  PocffiUMS 

•  Simple,  Disposable,  HP  Cartridges 
Immediate  Startup  and  Built-in  Test  and 

Purge  Patterns 

High  Quality  Imaging  with  High 
Resolution  Barcodes 

•  A  Stand  Alone  or  Integrated  Version. 

•  Images  and  Multiple  Lines  of  Print 
Date  and  Time  Stamping,  Incrementing, 

Bar  Coding,  &  Decrementing 

•  Installation  Ready  for  the  Quipp  Viper  & 

Cobra,  the  Samuel  Strapping  MK6,  and  the 
GMA  Bundler  an<l  Combistack  _ _ 


Powerful  Control  Capabilities  ^ 
Increased  Production  Efliciencies 
Complete  Quality  Insert  Management 
Standard  &  Customizable  Reports 


«• 


•  Simple,  Disposable,  HP  Cartridges  ' 
Easy  to  operate 

High  Quality  Imaging  with  High 
Resolution  Bar  Codes 

•  A  Stand  Alone  or  Integrated  Version. 

•  Optional  Bulk  Ink  Supplies 
WYSIWYG  preview  feature 

•  Graphical  User  Interface 
Visual  Production  Tracking 

•  90  degree  print  rotation  capability 
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InpvesontfSoM  ha  lookcdllras-aM.eofit 

PR/SM,  INCORPORATED 

1950  Evergreen  Blvd.  •  Suite  500 
Duluth,  Georgia  30096 
Phone  770/455-4544  Fax  770/454-7876 

www.prismincorporated.com 
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Get  It  Riaht  From  The  Start:  Choose  KBA. 


Communication  is  the  key  to  lasting  success  in 
marriage,  which  makes  marriage  a  lot  like  the 
relationship  between  a  newspaper  publisher  and  its 
press  manufacturer.  The  key  difference  being  that,  in 
today's  world,  a  publisher  and  a  press  might  live  together 
longer  than  some  brides  and  grooms. 


our  people  on  both  sides  of  the  Atlantic,  leading  to  tighter 
schedules,  smoother  installations  and  greater  satisfaction. 

•  KBA's  U.S.  Parts  Depot  and  implementation  processes, 
which  have  been  in  place  for  years,  guaranteeing  you  a 
rapid  response  any  time,  any  day,  anywhere. 


Therefore,  the  successful  press 
manufacturer  must  be  100 
percent  committed  to  the 
relationship.  That  means 
listening. ..actually  hearing  and 
understanding  the  publisher's 
concerns. ..catching  each 

nuance,  reading  between  every 
line... before  formulating  and 
implementing  a  solution  that 
stands  the  test  of  time. 


•  KBA's  customer  training 
program,  which  is  continually 
being  fine-tuned  to  ensure  the 
kind  of  user-friendly  educational 
experience  that  our  customers 
highly  value.  In  addition  to 
comprehensive  classroom 
training  conducted  in  plain 
English,  your  people  actually 
train  on  presses  very  similar  to 
your  own. 


Our  commitment  to  your 
absolute  satisfaction  is  the  KBA 
advantage.  It  is  why  customers 
who  turn  to  KBA  stay  with  KBA 
and  return  to  KBA.  It's  more  than 
proven,  high-precision,  German- 
made  machinery.  More  than  startling  reductions  in  waste, 
coupled  with  impressive  improvements  in  productivity. 
More  than  advancements  in  color  capacity  that  accelerate 
bottom  line  growth. 


•  KBA's  Users  Group,  which 
meets  on  an  annual  basis  to 
share  experiences,  knowledge, 
and  provide  valuable  feedback. 
We  use  this  input  to  more 
effectively  direct  our  resources, 
conduct  trends  analysis,  improve  training,  and  target  our 
service  bulletins.  Prospective  customers  may  attend  and 
enjoy  these  meetings,  as  well. 


That  commitment  is  reflected  in: 

•  KBA's  rock-solid  North  American  presence,  your 
assurance  of  the  personal  attention  and  communication 
channels  necessary  to  deliver  exactly  what  you  need  in 
the  agreed-upon  time  frame  with  minimal  stress,  optimal 
training,  and  unparalleled  support. 


The  bottom  line  is  this:  Print  is  our  passion.  It's  not  only 
what  we  do,  it's  all  we  do,  which  is  why  we  do  it  better 
than  anyone  else.  That,  and  the  fact  that  we've  been 
doing  it  for  almost  200  years.  Day  after  day,  in  city  after 
city,  in  every  corner  of  the  world,  KBA  technology  is 
reducing  waste,  increasing  productivity,  helping  to  sell 
color  like  crazy,  and  improving  bottom  lines. 


•  KBA's  project  management,  which  is  enhanced  by 

experience  gained  from 
both  the  manufacturer's 
and  the  user's  sides  of 
the  table.  Our  project 
managers  are  involved 
early  in  the  sales 
process  for  an  extra 
dimension  of  insight. 
They  ensure  clear  and 
free-flowing  communi¬ 
cation  between  you  and 


So  if  you're  thinking  about  committing  to  a  long-term 
relationship  with  a  press  manufacturer,  get  it  right  from 
the  start.  Choose  KBA. 

CONTACT: 

Gary  Owen:  (717)505-1150 

Gary.Owen@kbapa.com 

Qq,  kbm 

KBA  North  America 
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No  matter  how  you  work  the  numbers,  the  answer  is  always  the  same. 


*4  5  0 


We  have  the  printing  press  solutions  you're  looking  for.  No  matter  your  size,  your 
expectations,  or  your  unique  production  demands,  we  can  help  you  Increase 
productivity,  color  capacity,  and  revenues.  How? 

With  proven  performance.  Contafct  KBAtocUiy! 

Come  see  us  at  ING,  Louisville,  Septeniber  lS-IS  ^ 

Showcase  for  three  new  4x2  COLORA  presses  *  America 

3900  E.  Market  St.,  P.dt  Box*  12015,  York  PA  17402-0615 
e-mail:  sal«@kbapa.Com  www.k'ba-printcom/pa  "^i:  (717)  505-1150  fax:  (7J7)  505-1161 


KBA  North  America 
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DGM  Shaftless  Technology  Spurs  Sale  to 
Transcontinental 


With  installation  soon  underway  for  one  of  the 
largest  sales  of  DGM  440  newspaper  presses  into 
Canada,  Dauphin  Graphic  Machines,  Inc.  (DGM)  is 
certain  that  the  powerful  design  of  their  DGM  440S  shaftless 
press  makes  it  irresistible  to  newspaper  printers. 

"Certainly  the  standard  features  alone  -  the  ten  ink  roller 
train  includes,  three  ink  form  rollers  and  three  oscillators 
that  produce  cleaner  halftones,  reduced  dot  gain,  minimizes 
ghosting,  and  the  solid  densities  that  advertisers  demand 
now  have  made  this  press  an  industry  star,  the  value  of 
DGM  440  is  without  question  the  best  on  the  market 
today"  says  Dave  Moreland,  Vice  President  of  Sales  and 
Marketing  for  DGM. 

The  Transcon  sale  is  32  units  of  the  DGM  440S  -  the  unit 
shaftless  model  of  the  press  -  plus  a  DGM  1255  folder  and 
another  rotary  back  up  folder.  The  press  is  configured  as 
7  four-highs  and  2  two-highs,  and  the  folders  have  multiple 
former  boards.  The  press  units  feature  the  Indramat  unit 
shaftless  drive  system  with  a  state-of-the-art  control  system, 
DGM  infeeds,  on  line  stitcher,  and  oil  cooling.  QuadTech 
ICON  Multicam  provides  color-to-color  register,  plus 
Martin  splicers,  Perretta  remote  ink  control  system  with 
CIP-4  and  digital  pre-set.  The  press  will  have  a  thirteen- 
web  capability,  and  run  at  a  fast-paced  45,000 
impressions  per  hour. 

The  complete  automation  package  allows  for  extremely 
fast  initial  makeready,  low  waste,  high  through  put,  and 
extremely  fast  job-to-job  makereadies.  The  DGM  440S  will 
be  capable  of  not  only  presetting  all  ink  densities  for  any 
job,  but  also  preset  the  print-to-cut  register  and  the 
color-to-color  register. 

"Transcontinental  production  managers  were  extremely 
impressed  at  how  fast  the  press  ramps  to  full  speed  while 


maintaining  unsurpassed  print  quality.  The  capabilities  of 
the  press  make  the  cost  justification  of  fully  equipping 
the  press  with  state-of-the-art  technology  an  obvious 
one,"  says  Jim  Leveille,  DGM  Sales  Representative  for  the 
Canadian  Region. 

Transcontinental  was  impressed  with  the  ease  of  maintenance 
of  the  design  with  oil  lubrication  gear  and  operator  side, 
a  central  oil  reservoir  and  oil  cooling  system  as  well  as  the 
ease  of  "plug-in"  electrical  component  replacement. 

Transcontinental  is  known  to  be  one  of  the  fastest  growing, 
most  innovative  companies  in  the  Commercial  Printing 
market  today.  Their  venture  deeper  into  printing 
Newspapers  on  a  Commercial  basis  shows  again  they  are 
on  the  leading  edge  of  the  market. 

The  new  DGM  440S  press  will  be  housed  in  Transcon's 
Mississauga,  Ontario  plant,  near  Toronto.  The  presses  will 
be  used  to  print  The  New  York  Times  for  the  region  as  well 
as  the  Metro  and  The  Globe  and  Mail. 

The  Toronto  plant  currently  operates  three  lines  of 
Mercury™  presses  in  the  same  facility.  The  new  DGM  440S 
presses  expect  be  to  be  up  and  running  in  November 
2005. 

Located  in  Elizabethville,  PA,  DGM  employs  200  persons 
within  a  125,000  square  foot  manufacturing  facility.  DGM 
Manufactures  a  complete  line  of  single  width  offset  presses 
in  the  DGM  430,  DGM  Advantage,  DGM  440,  DGM  440S, 
DGM  850, DGM  Advantage  II,  DGM  870  as  well  being  the 
manufacturer  of  the  Americolor  tower,  a  50"  double  width 
tower  extension  to  the  installed  base.  DGM  also 
manufactures  a  full  line  of  complimenting  folders  in  the 
DGM  1035,  DGM  1240,  DGM  1050,  DGM  1255,  and  the  DGM 
2:3:4  jaw  folder. 
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Commitment-it's  not  just  a  word.  It’s  our  philosophy 


Need  Deluxe? 


Slip  Into  Something  More  Comfortable 


The  DGM  Advantage  II 

Built  for  the  Newspaper 
and  Publications  Industry. 


The  DGM  A2  is  your  solution  to  the  plain 
print  blues-available  in  21”,  21.5”,  22”  and 
22.75”  cutoffs  as  a  complete  pressline  or 
as  four  high  tower  “slip  in”  replacements 
for  the  DGM  850  or  Goss  Urbanite™. 
50,000  iph  straight,  25,000  iph  collect,  j 


Maximum  performance  and 
innovative  technology. 
That’s  DGM. 


Dauphin  Graphic 
Machines,  hic. 

1.800.DGM.6119or 

717.362.3243 

www.dauphingiaphic.coni 
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Profit  Enhancing  Labeling  Solutions 

Signature  3000  Bundle  and  Package  Labeler 
ActionINotes  Ad  Labeler 
Intelligent  automated  labeling  systems 


Looking  for  ways  to  increase  productivity  and  profitability?  Well, 
who  isn't?  With  increased  business  complexities  and  more 
competition,  staying  ahead  in  the  game  dictates  that  you  make 
the  right  equipment  purchasing  decisions. 

Bdwe  Bell  +  Howell  can  help.  BB+H  has  intelligent  system 
solutions  that  will  help  you  meet  your  labeling  challenges  and  at 
the  same  time,  increase  your  productivity  and  profitability. 

Bowe  Bell  +  Howell's  Intelligent  Labeling  Systems  offer  you  the 
Linerless  Advantage 


ActioniNotes" 

m 

Prints  and  Applies 
Any  Ad  Artxn 
Your  Front  Page 

On-Demand 


Linerless  label  technology  offers  you  a  benefit  you 
can  bring  to  the  bank.  Once  they  are  applied  you 
can't  tell  them  apart  from  linered  labels.  The  advantage 
of  linerless  is  the  significant  cost  savings  and  quick  turn¬ 
around  time  for  the  labels. 

Cost  Savings:  Without  a  doubt,  linerless  is  a 
superior  value.  Because  they  have  no  backing  or  carrier, 
their  purchase  price  does  not  include  that  added  cost,  so 
they  are  approximately  20-25%  less  expensive.  Linerless 
labeling  means  there  is  no  waste  and  quick  reloads,  which 
means  a  lower  cost  of  operation. 

Print  on  Demand:  Electronic  copy  can  be 
received  minutes  before  a  job  goes  to  press.  Never  wait 
weeks  for  pre-printed  labels  again! 

The  Signature  3000  Bundle  and  Package  Labeler  is  the 

most  cost  effective  way  to  automate  bundle  labels,  (visual: 

show  signature  3000) 

Automated  bundle  labelers  mean 
^  lower  labor  costs  and  better 

inventory  control.  It  allows  for 
the  management  of  individual 
bundles  because  labels  can  be 
bar-coded  for  automated  tracking. 
The  Signature  3000  is  economi¬ 
cally  efficient  because  it  uses  liner¬ 
less  labels.  At  the  end  of  a  roll  of 
label  stock,  the  only  item  left  to 
dispose  of  is  the  roll  core. 


ActionINotes  Ad  Labelers  increase  your  advertising 
revenue  by  offering  your  customers  increased  advertising 
opportunities.  Now  your  customers  can  pinpoint  their 
consumer  base  with  a  targeted  advertising  message  using 
the  most  prominent  location  in  your  newspaper,  the  front 
page!  More  advertising  oppor¬ 
tunities  for  your  customers 
mean  more  advertising  revenue 
for  you  now.  The  ActionINotes 
Linerless  Label  Applicator 
applies  up  to  30,000  preprinted 
or  Print-On-Demand  labels  per 
hour,  from  a  continuous  roll  of 
label  stock.  While  using  the 
"Print-On-Demand"  feature, 
you  can  save  up  to  70%  on 
raw  material  costs  (compared 
to  preprinted  notes).  You  can 
also  imprint  unique  data  onto 
preprinted  linerless  labels 
and/or  apply  linered  labels. 


With  over  20  years  of  experience  and  3  billion  labels 
printed  a  year,  Bowe  Bell  +  Howell  knows  labelers  best! 
Find  out  how  you  can  increase  your  profits  and  productivity 
now!  Call  John  Nicoli  at  847-423-7528. 
www.bbhlabelers.com 


BOWE  BELLOHOWELL 
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The  Signature  3000  Automated  Bundle  Labeler  means  lower  labor  costs,  and  more 
inventory  control.  Result:  increased  productivity,  cost  savings,  profit. 

The  Signature  3000  is  the  most  cost  effective  vvay  to  automate  bundle  labeling  because  our  labels  are  linerless! 

No  waste,  quick  reload,  and  the  lowest  cost  labels  in  the  business. 

•  Manage  Information — all  labels  can  be  barcoded  to  track  your  inventory.  Result:  lower  shrinkage. 

•  Save  costs — automation  means  labor  cost  savings.  Linerless  labels  means  lower  costs  of  goods. 

Result:  more  profits  to  your  bottom  line. 

•  Increase  Effectiveness — Accountability  to  your  advertisers  means  increased  advertising  effectiveness. 

With  over  30  years  experience  and  3  billion  labels  printed  a  year,  Bdwe  Bell  +  Howell  labelers  are  the  best  in  the  business. 


VOanttosavea 
bundle  and  increase 

productivity^ 

CalUol'nN«“'’®‘ 


Find  out  how  you  can  begin  decreasing  your  labor 
costs,  increasing  inventory  control  and  save  a 
bundle  today.  Try  our  No  Risk  opportunity  for  an 
inplant  demonstration  and  you  keep  the  bundle. 

email:  labeling@bowebellhowell.com  for  more  information. 


BOWEBELLOHOWELL 


Signature  3000  Labeler 
Intelligent  Automated  Labeling  System 


■!f  . 


When  it  comes  to  competitive  advertising  information, 
we're  the  center  of  intelligence. 

Making  sense  out  of  the  complexity  of  2.2  million  brands  across  20  media  with  over  $140  billion  in  advertising 
expenditures  is  what  we  do  best.  Our  extensive  reporting  technology  organizes  advertising  spending  and 
occurrences  into  reliable,  accurate  data  that's  simple  to  use  and  customizable  to  your  needs.  It's  no  wonder 
why  leading  advertisers,  agencies  and  industry  associations  have  put  their  trust  in  TNS  Media  Intelligence  for 
nearly  80  years  as  their  single  source  for  multi-media  advertising  information. 

We  give  you  information  at  its  best  -  but  we're  much  more  -  we  give  you  the  insights  to  help  move  your 
business  forward. 


;  media  intelligence',  it's  all  In  the  name. 


www.tns-mi.com 
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Intelligent  Inserting  Technology 


Founded  in  1998,  NEWSTEC,  a  subsidiary  of  Quipp  Inc, 
has  quickly  become  the  leading  company  for 
remanufactured  inserters  and  post-press  design.  In 
addition,  NEWSTEC  software  controls,  including  the  best 
selling  NEWSCOM  Inserter  Control  Management  System, 
has  evolved  into  an  industry  leader  for  post-press  machine 
control  software. 

We  understand  newspapers  and  newspaper  packaging.  In  a 
highly  competitive  environment,  newspapers  companies  are 
continuing  to  look  for  ways  to  optimize  their  budgets  and 
maximize  profits.  Furthermore,  because  advertisers  demand 
smaller  and  smaller  ad  zones,  and  newspapers  demand 
accountability  and  reporting  capability,  control  software 
has  become  an  integral  tool  for  newspaper  packaging. 


Thus  NEWSTEC's  philosophy  is  simple;  A  quality 
remanufactured  inserter  with  state-of-the  art  software 
and  post-press  controls  allow  newspapers  the  ability  to 
meet  their  production,  advertising  and  budgetary  goals. 

So  why  pay  more  for  new  inserting  technology  when  a 
NEWSTEC  solution  will  meet  all  of  your  goals? 

For  your  next  post-press  upgrade,  contact  NEWSTEC  today 
at  800-900-7569.  We  welcome  the  opportunity  to  work 
with  you  and  assure  you  of  our  commitment  to  maximize 
your  budget  and  meet  all  of  your  production  requirements. 


C 


>lnteingent  Inserting  Technology> 


>lntelligent  Inserting  Technology> 


Is  it  time  for  a  post  press  upgrade? 

Make  the  intelligent  choice. 

A  NEWSTEC  remanufactured  inserter  allows  for 
comparable  net  throughput  speeds  and  state-of-the-art 
control  capabilities.  When  it  comes  time  for  your  next 
post  press  upgrade,  meet  all  your  production,  advertising, 
reporting  and  budgetary  goals  with  NEWSTEC. 


>lntel!igent  Inserting  Technology> 

4  Walpole  Park  South  Drive,  Walpole,  MA  02081 
P.  508.850.7945  F.  508.850.7951  wvvw.nevvstec.com 
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You’ve 


got  it. 

Now 

use  it 


Get  hourly  breaking  news,  exclusive  industry  reports 
and  more  —  only  at  E&P  online. 


If  you’re  not  using  E&P  online,  you’re  missing  out  on  critical  developments  in  the  newspaper  business. 


Every  hour,  every  day  E&P  online  brings  you  real-time  coverage  of  industry  news  and  events  as  they 
happen.  Plus  inside  reports  on  the  very’  latest  in  the  newsroom,  financial  and  corporate  affairs,  advertising 
and  circulation,  technology,  syndicates  and  online  journalism.  Add  to  that  exclusive  access  to  updated 
classifieds  and  archived  articles  -  and  you’ll  understand  why  E&P 


online  is  your  industry  lifeline. 

Don’t  miss  another  day  of  vital  news  and  information.  Activate  your 
online  access  at  www.editorandpublisher.com/activate  today. 


EDITORef 

PUBLISHER 


You’ve  got  it.  Now  make  the  most  of  it! 


WWW.  editorandpublisher.  com 


Monthly  in  print. 

Hourly  online. 
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Multitasking  -  Today  everyone's  doing  it. 


Even  our  AGV  systems! 


For  nearly  25  years,  Automated  Guided  Vehicles  Systems 
(AGVS)  have  been  used  to  economically  handle  newsprint 
reels.  Today,  AGVS  can  provide  even  more  benefits  to  newspaper 
operations.  AGVS  based  newsprint  handling  systems  can  now 
provide  complete  roll  management  from  receipt  to  final 
consumption.  These  systems  provide  functions  such  as  roll  tracking 
and  reporting,  storage  and  retrieval,  preparation,  transport, 
automated  press  loading,  as  well  as  automatic  core  and  waste 
handling.  AGVS  not  only  save  labor  and  reduce  paper  damage; 
they  also  provide  a  competitive  advantage  allowing  newspapers  to 
effectively  manage  contract  print  jobs.  AGVS  offer  newspapers  the 
flexibility  to  effectively  deal  with  additional  roll  sizes  and  types 
along  with  the  frequent  changeovers  characteristic  of  shorter 
and  frequent  press  runs.  An  AGVS  can  be  finely  tailored  to  the 
economic  and  operational  needs  of  a  newspaper  and,  in  most 
cases,  can  be  implemented  in  existing  facilities. 

AGVS  have  also  moved  outside  of  the  reel  room  to  deliver  new 
benefits  to  newspapers  such  as  automated  stacking  (storage  & 
retrieval)  of  reels  in  the  warehouse,  automated  storage  and 
retrieval  and  transport  of  palletized  materials  including  FSIs  and 
consumable  products  with  full  inventory  tracking  and  reporting. 
All  of  this  is  done  with  systems  that  are  highly  reliable  with  low 
maintenance  costs. 


FMC  Technologies  is  the  leader  in  AGVS  for  the  newsprint 
industry  with  over  50  installations  and  500  vehicles  in  operation. 
We  understand  the  unique  demands  of  this  industry  and  are 
meeting  this  challenge  with  superior  technology  and  service. 
Whether  you're  looking  to  build  a  new  facility  or  upgrade  an 
existing  one,  contact  us  for  a  free  evaluation. 

CONTACT: 

Paul  Roche,  Sales  Manager 

757-766-1656  •  paul.roche@fnicti.coni 


FMC  Technologies 
400  Highpoint  Drive 
Chalfont,  PA  18914 
215-822-4300 
sgv.sales@fnicti.com 


www.fmcsgvs.com 


f  MC  Technologies 


Automated  Material  Handling  for  the  Newsprint  Industry 


In  the  Warehouse  In  the  Reelroom  At  the  Presses  In  the  Mailroom 


Newsprint  Storage  Laydown  Storage  Press  Loading  Insert  Storage 


.  . ' 

Benefits 

-  eliminate  roll  damage 

.  $  .  . 

-  reduce  labor  costs 

215-822-4300  0 

-  track  inventory  and  roll  consumption 

www.fmcsgvs.com 

-  implement  in  phases  or  all  at  once 
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Focusing  On  The  Future 

Maximizing  Return  On  Investment  is  Job  One 


FORUM  Architects,  based  in  Cleveland,  Ohio's  Historic  Playhouse 
Square  District,  has  completed  projects  across  North  and  South 
America  with  talent  culled  from  some  of  the  world's  premier 
architectural  firms  and  corporate  newspaper  organizations.  With 
a  philosophy  of  practice  that  balances  the  expert  resources  of  a 
larger  firm  with  the  agility  and  attitude  of  a  smaller  firm,  FORUM 
nevertheless  encourages  collaboration  with  and  invites 
participation  by  the  entire  project  team. 

forum's  Newspaper  Group  is  an  expertise  within  and  offers  a 
broad  range  of  newspaper  industry-related  services  including: 
business  planning,  production  analysis,  labor  and  return  on 
investment  (ROI)  studies,  equipment  evaluation,  distribution, 
vendor  selection  and  coordination,  site  location,  master  planning, 
facility  design,  engineering,  construction  and  owner  representation. 

FORUM'S  experience  includes  new  facilities,  additions, 
renovations  and  press  replacements.  With  the  understanding 
that  a  foundation  for  success  is  built  on  a  newspaper's  business 
and  product  plans,  FORUM  designs  solutions  specifically  tailored 
to  those  plans  while  stressing  maximum  ROI. 

FORUM  now  enhances  ROI  by  giving  clients  the  opportunity  to 
LEED-certify  facilities  by  implementing  some  or  all  of  the 
following  principles  of  green  design: 


Energy  Generation: 

Renewable  energy;  Energy  export;  Energy  conservation. 

Light  &  Air; 

Daylighting;  Natural  ventilation;  Operable  windows. 

Water  &  Waste; 

Water  conservation;  Building  recycling. 

Construction: 

Local  and  regional  materials;  Building  re-use;  Modular  construction. 
Urbanism: 

Environmental  planning;  Site  re-use. 

Process: 

Renewable  materials;  Heat  recovery;  Shift  schedules. 

FORUM  can  demonstrate  how  a  LEED-certified  building  is  energy- 
efficient,  environmentally  conscious  design  and  a  sound 
investment. 

FORUM  has  designed,  engineered  and  built  some  of  the  newpaper 
industry's  premier,  award-winning  facilities.  Let  FORUM  show 
how  imaginative  design  helps  realize  successful  building  programs 
that  meet  project  and  budget  goals. 

CONTACT: 

Charles  A.  Rosati,  AIA,  Principal 
or  Paul  Martin,  Principal 
1240  Huron  Road  Cleveland,  Ohio  44115 
216-363-0000 

www.forumarc.com/newspapers 
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Formei'  top  editors  reflect  on  how  they 
read  —  or  dorit  read  —  the  daily 
miracle,  now  that  they  no  longer  must 

BY  MARK  FITZGERALD 

Former  editors  would  seem  to  be  ideal  newspaper 
customers.  After  all,  they’ve  proven  themselves  loyal  to  an 
embattled  industry.  They’re  interested  in  news.  They’ve 
been  in  the  hot  seat  themselves,  so  they’re  unlikely  to 
think  newspapers  are  just  another  cog  in  the  biased  main¬ 
stream  media.  Surely,  they  are  also  more  forgiving  of  a  paper’s  lapses. 
Think  again. 

In  separate  interviews  with  seven  former  editors  who  ran  news¬ 
rooms,  E^P  conducted  a  focus  group  of  sorts  on  their  newspaper-read¬ 


ing  habits,  now  that  picking  up  a  paper  is 
a  choice,  not  a  job. 

Some  ex-editors,  it  turns  out,  think  that 
their  local  paper  is  pretty  mediocre,  with 
one  or  two  good  writers  on  the  staff,  tops. 
They’re  not  much  more  likely  to  be  sub¬ 
scribers  than  their  neighbors,  and  it’s  not  be¬ 
cause  they’re  reading  newspaper  Web  sites. 

Forget  the  mantra  of  “local,  local,  local” 
that  they  preached  back  in  the  newsroom.  A 
few  former  editors  now  confess  they  never 


follow  their  local  news,  and  they  don’t  pick 
up  the  local  community  weekly. 

And  those  big  Sunday  packages  they 
greenlighted  for  years?  Now  that  they’re 
readers,  they  find  them  way  too  long,  too  ob¬ 
vious,  and  maddeningly,  eye-glazingly  dull. 

Walker  Lundy,  former  top  editor  at  The 
Philadelphia  Inquirer  and  the  St.  Paul 
(Minn.)  Pioneer  Press,  recalled  one  of  those 
Sunday  series  that  ran  earlier  this  year  in 
The  Charlotte  Observer,  the  paper  he  buys 


since  retiring  to  North  Carolina.  It  was 
about  the  rising  cost  of  treating  the  increas¬ 
ing  number  of  elderly  prisoners.  “Now,  I 
suppose  if  I  thought  about  it  without  read¬ 
ing  this  piece,  I  could  have  thought,  yes, 
there’s  more  older  prisoners  and,  yes,  it 
must  be  expensive  to  treat  them,”  he  says. 

“Did  I  really  need  this  piece  to  tell  me 
something  this  obvious?” 

Lundy  adds  that  these  days,  he  never 
reads  big  Sunday  projects  all  the  way 
to  the  end. 

In  newsrooms,  Lundy  spent  a  solid  hour 
and  a  half  every  day  reading  newspapers, 
and  says  he  looked  down  his  nose  at  people 
who  weren’t  similarly  well-informed.  But 
now?  “I’d  have  to  say  the  biggest  surprise 
[about  retirement]  is  how  quickly  I  stopped 
being  a  news  junkie,”  he  admits. 

Other  former  editors  may  not  go  quite 
that  far,  but  they  are  clearly  more  selective  i 
in  what  they  read.  (All  of  them  are  men;  un-  ” 
til  recent  years,  few  women  got  a  chance  to  * 

serve  as  editor  or  executive  editor.)  i 

Jim  Squires,  the  former  Chicago  Tribune  % 
editor  who  now  breeds  thoroughbreds  in  2 
Kentucky,  still  describes  himself  as  a  news  S 
junkie,  but  he’s  got  a  long  list  of  stories  he  | 

assiduously  avoids.  Features  sections  and  3 
people  sections  seem  to  be  filled  with  5 

celebrity  news,  he  says:  “I  could  give  a  S 

[hoot]  less  who  Britney  Spears  is  with.  And  ^ 
consumer  self-help,  that  ‘how-am-I-going-  | 
to-help-myself  stuff?  Never  read  it.”  S 
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Former  Detroit  Free  Press  Executive  Edi¬ 
tor  Heath  J.  Meriwether,  who  also  served  as 
publisher  during  his  16  years  at  the  paper, 
makes  a  point  of  reading  columnists  such  as 
Tom  Friedman  of  The  New  York  Times  and 
Mitch  Albom  at  his  old  paper.  But  by  e-mail 
from  his  home  on  the  Hudson  River  in  New 
York,  he  adds:  “As  a  reader  and  consumer 
of  news,  it’s  remarkable  to  me  how  selfish 
my  newspaper  reading  has  become.  I’m  not 
willing  to  plunge  into  eveiy  government 
story  out  of  a  sense  of  duty.” 

Back  in  Detroit,  Meriwether  recalls,  the 
staff  would  joke  about  “DBIs,”  the  dull  but 
important  stories  that  “take  the  story  a  quar¬ 
ter-turn  further  without  offering  anything 
new.”  Now  he  finds  his  eyes  glazing  over  at 
a  succession  of  stories  about,  say,  filibusters 
over  judicial  nominees:  “Editors  need  to  give 
readers  a  break  on  some  of  this  stuff.” 

Sovie  rude  awakenings 

Now  that  they’re  on  the  other  side  of 
the  paper,  nearly  every  editor  confesses  to 
some  regret  or  other  about  his  own  news 
judgment. 

>.  “That  nagging  little  voice  that  used  to  be 

?  in  the  back  of  my  head  that  I  often  ignored 
g  when  I  was  an  editor  —  the  one  that  said, 
t  these  stories  are  too  long  and  too  boring  — 
that  little  voice  has  come  to  the  fore,”  says 
I  Lundy.  “I  see  a  lot  of  stories  that  I  read  and 
S  go,  ‘Well,  duh,’  and  I  remember  assigning 
S  these  stories.  If  it  rained  two  inches,  well, 

www.editorandpubllsher.com 


we  had  a  story  that  said  it  rained  two  inches.” 

When  he  was  editor  and  executive  vice 
president  of  The  Philadelphia  Daily  News, 
Zachary  Stalberg,  who  stepped  down  just 
last  year,  says  he  was  “probably  the  leader 
of  the  pack”  when  it  came  to  jumping  on 
big  stories  that  were  playing  out  to  a  highly 


1.  From  left:  Heath  Meriwether  biking  at 
Minnehaha  Falls  in  Minneapolis.  2.  Jim 
Squires  with  his  horse  Regal  Band.  3.  Eddie 
Sears  and  wife  Jo  Ann  during  a  visit  to  Pointe 
du  Hoc  at  Normandy.  4.  Roy  Bode  with  Texas  ' 
Longhorns  on  his  Bar  30  Ranch  near  Dallas. 

5.  Walker  Lundy  aboard  his  boat.  Lake 
Edition,  on  Lake  Norman  in  North  Carolina. 


interested  public.  “Now  I  find  I  like  a  paper 
if  I’m  reading  something  that  I  know  I’m 
not  going  to  get  anywhere  else,”  he  says. 

“If  I  were  suddenly  thrown  back  into  the 
business,  I  would  focus  a  lot  more  on 
material  only  my  paper  had,  and  less  on 
the  softer  stuff.” 

David  Burgin  would  make  even  more 
radical  changes.  As  an  industry  consultant, 
he  recently  worked  on  a  free-paper  project 
in  California  that  was  ultimately  scrapped  by 
MediaNews  Group.  Burgin  has  been  the  top 
editor  at  papers  including  the  Orlando 
Sentinel,  the  old  Houston  Post  and  the  San 
Francisco  Examiner,  but  as  he  talks  about 
his  idea  for  a  new  paper,  it’s  as  if  all  that 


experience  was  being  tossed  out  the  window. 

“Look  at  the  home  page  for  AOL  or 
Yahoo,”  he  says.  “Stare  at  it  for  20  minutes. 
That’s  what  [a  newspaper]  has  to  look  like. 

We  have  to  use  the  same  kind  of  language, 
we  need  a  different  lexicon.”  Burgin  is  open¬ 
ly  contemptuous  of  the  industry’s  efforts  so 
far  in  reaching  younger  readers:  “Just  kind 
of...  condescendingly  putting  out  a  tabloid 
and  saying,  ‘Here’  —  that’s  not  going  to 
do  anything.” 

On  the  other  hand,  Roy  Bode,  who  was 
the  find  Dallas  Times  Herald  editor  when  it 
folded  in  1991,  thinks  Quick,  the  weekday 
tabloid  published  by  The  Dallas  Morning 
News,  is  “on  to  something.”  He  likes  that 
Quick  is  “rethinking  what  a  newspaper  is 
all  about,  and  not  just  repackaging  the 
Morning  News  into  a  tab.” 

Like  much  of  the  industry  itself,  the  for¬ 
mer  editors  waver  between  optimism  and 
pessimism  about  the  future  of  newspapers. 
Eddie  Sears,  who  retired  earlier  this  year  as 
editor  of  The  Palm  Beach  Post  in  West  Palm 
Beach,  Fla.,  takes  some  comfort  in  what  he 
sees  as  the  abysmal  quality  of  the  various 
24-hour  cable  news  operations.  Faced  with 
that  kind  of  competition,  he  says,  “Newspa¬ 
pers  need  to  keep  doing  what  they’re  doing.” 

He  then  adds,  “maybe  I’ll  feel  differently  in 
five  years.” 

Zach  Stalberg  already  feels  differently 
about  what  might  be  ahead  for  papers.  “I 
was  worried  about  the  future  of  newspapers 
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before,  and  I’m  more  worried  now,”  he  says. 
Stalberg  heads  up  the  Committee  of  Seven¬ 
ty,  a  longtime  Philadelphia  non-partisan 
political  watchdog  group  that  takes  a  spe¬ 
cial  interest  in  preserving  voter  rights. 

Even  in  a  position  like  that,  he  says,  he  only 
rarely  hears  people  talking  about  some¬ 
thing  they  read  in  the  paper.  “I  get  not 


quite  enough  validation  that  people  are  re¬ 
ally  reading  the  paper,”  he  says. 

Out  in  California,  David  Burgin  sees  the 
same  declining  interest  in  the  paper.  “The 
romance  of  what  you  and  I  fell  in  love  with, 
it’s  gone,”  he  says.  “The  old-timers  are 
about  to  die,  and  then  Baby  Boomers  are 
next,  and  then  comes  —  nobody.”  ® 


Zach  Stalberg 

Now  &  then: 

President  &  CEO,  the  Committee  of 
Seventy.  Former  editor.  The  Philadelphia 
Daily  News. 

Daily  readinf  habit: 

The  Philadelphia  Inquirer,  The  Philadel¬ 
phia  Daily  News,  The  New  York  Times, 
Philadelphia-area  community  papers 
and  alternatives.  He’s  not  a  big  fan  of  online 
newspapers:  “I’m  of  a  certain  generation, 

I  do  some  of  it,  but  don’t  enjoy  it.  Mostly, 

I  stick  with  print.” 

Hits  &  misses: 

As  head  of  a  non-profit  political  watch¬ 
dog  organization,  he’s  reading  even  more 
local  news  than  he  did  as  editor.  As  a 
frequent  story  subject,  he’s  also  appalled 
by  the  poor  quality  of  reporters’  interview 
techniques.  “I  get  a  lot  of  extremely  vague 
questions,  and  often  they’re  not  even  ques¬ 
tions  at  all ...  you  can  drive  a  truck  through 
[the  questions]  and  manipulate  [an  inter¬ 
view]  any  way  you  want.” 

What  he’d  do  differently: 

“I  wish  I  had  focused  more  on  exclusive 
material,  and  a  little  less  on  the  sort  of ‘me 
too’ journalism  you  have  a  tendency  to  get 
into,  ganging  up  on  people.  And  if  I  were 


Stalberg,  at  City  Hall  in  Philadelphia,  worries 
that  people  aren’t  bothering  to  stay  informed. 


suddenly  thrown  back  into  the  business, 

I  would  focus  a  lot  more  on  material  only 
my  paper  had,  and  less  on  the  softer  stuff".” 

Outlook  on  newspapers: 

Pessimistic:  “I’m  more  worried  about  the 
future  of  newspapers  now  that  I’m  out  of 
them  than  I  was  when  I  was  in  them.  I  hear 
too  little  chatter  from  people  about  what 
they  read  in  the  newspaper;  I  don’t  get 
enough  validation  that  people  really  are 
reading  [it].  And  that  goes  across  every 
demographic  I  can  think  of  In  fact,  the 
more  educated  and  affluent  the  circles, 
the  less  they  seem  to  read  the  paper.”  @ 


Newspapers  vs.  TV: 

Watching  more  cable  TV  news,  mostly 
on  his  computer  screen,  has  not  been  a 
pleasant  retirement  experience.  “I  can 
watch  CNN  or  CNBC  and  the  rest,  and 
they’re  even  more  horrible  than  I  thought 
when  I  was  at  the  newspaper.  It  is  just 
dreadful  [coverage].”  The  seemingly  end¬ 
less  hours  devoted  to  the  missing  co-ed 
in  Aruba  or  the  Runaway  Bride  “makes 
me  really  look  forward  to  settling  back 
with  a  newspaper.” 


Bottom  line: 

“Newspapers  need  to  keep  doing  what 
they’re  doing.  Maybe  I’ll  feel  differently 
in  five  years,  but  that’s  my  feeling  now.” 


Walker  Lundy 


Now  &  then: 

Retired  and  living  in  North  Carolina. 
Executive  Editor,  The  Philadelphia  Inquir¬ 
er.  Senior  Vice  President/Editor,  St.  Paul 
(Minn.)  Pioneer  Press. 


Walker  Lundy,  with  his  companion  Scarlet, 
says  Time  magazine  does  a  better  job  than 
papers  do  in  putting  news  into  perspective. 


Eddie  Sears 


From  left,  Mateer, 
Eddie  and  Jo  Ann 
Sears  visit  the 
Piazza  della 
Signoria.  The 
former  editor 
believes  cable  TV 
news  is  dreadful. 


Daily  reading  habit: 

Subscribes  to  the  Palm 
Beach  Post,  and  walks  to 
the  neighborhood  7-Ele\'en 
three  to  four  times  a  week 
to  pick  up  The  New  York 
Times  and  The  Wall  Street 
Journal. 


Hits  &  misses: 

If  anything, 
now  reads  more 
of  the  paper,  with 
more  time  devoted 
to  offbeat  stories 
he  might  have 
skipped  as  editor. 


Now  &  then: 

Retired  and  traveling 
extensively.  Former  editor. 
The  Palm  Beach  Post,  West 
Palm  Beach,  Fla. 


Daily  reading  habits: 

The  Charlotte  (N.C.)  Observer.  Subscribes 
to  the  local  weekly,  but  not  for  long:  “I  think 
I’m  going  to  drop  it,  there's  nothing  in  it.” 
Subscribed  to  The  New  York  Times  online, 
but  dropped  it  when  they  billed  his  credit 
card  without  asking  him.  “They  told  me  it 
was  in  the  subscription  agreement,  and  I 
told  them  I  didn’t  think  the  Times  was  the 
kind  of  paper  where  you  had  to  read  the 
fine  print.” 

Hits  &  misses: 

Reads  Time  magazine  these  days  because 
it  does  a  better  job  than  newspapers  do  of 
putting  news  in  perspective.  “Too  often 
newspapers  say,  ‘Here’s  what  happened 
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In  the  past  year,  SCS  replaced 
the  classified  pagination  systems 
of  13  different  vendors 
with  SCS/ClassPag. 

Find  out  how  SCS/ClassPag  would 
improve  your  classified  sections. 

SCS  builds  trusted 
newspaper  systems. 

(800)  568-8006 

sales@newspapersystems.com 

www.newspapersystems.com 
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Control 

Solutions 


Essex  Products  Group 
(860)  767  7130  www.epg-inc.com 
sales@epg-inc.com 

•  Computerized  Ink  Key  Control 

•  Automatic  Presetting 

•  Closed  Loop  Color  Control 

•  Ink  Sweep,  Water,  Register  Controls 

•  Original  Equipment  or  Retrofit 


Route  Smart 

TECHNOLOGIES 

The  world's  most  intelligent  routing  system. 

1.800.977.7284 

info@routesmart.com 

www.routesmart.com 

The  RouteSmart  system  automatically... 

■  Balances  carrier  routes 

■  Sequences  subscribers  in  delivery  order 

■  Prints  detailed  turn-by-turn  driving 
directions  for  each  carrier 

■  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


aseview' 


Melbourne,  Florida 
(321)  242-5000 

Ann  Arbor,  Michigan 
(734)  662-5800 
www.harrisbaseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


Mekteef*  of  tmc  kiuLLSR  UARTmi  group 

Graphic  Management  Associates,  Inc. 
4444  Innovation  Way 
Allentown,  PA  18109 
Phone:  (610)  266-7000 
Fax:  (610)  231-3990 
www.gma.com 

GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA's  state-of- 
the-art  produaion  control  software. 


PO  Box  573 

Elizabethville,  PA  17023 
800-DGM-6119 
www.dauphingraphic.com 

Globally  known  as  the  leader  in  advanced  single 
width  press  technology,  DGM  offers  newspaper 
and  commercial  industry  presses  and  folders.  With 
24  hour  emergency  service  and  an  extensive  parts 
inventory,  you  can  rely  on  DGM  for  customer  care 
and  satisfaction  of  American  made  products. 


-  Oynaric,  Inc.  ► 

Marc  Banks 
5740  Bayside  Road 
Virginia  Beach,  VA  23455 
Phone:  (800)  526-0827  Fax:  (757)  363-8016 
www.dynaric.com 

Dynaric,  Inc.  is  a  leading  manufacturer  and 
supplier  of  non-metallic  strapping  and  strapping 
equipment  used  by  newspapers.  In  fact,  Dynaric 
supplies  strapping  to  29  of  the  top  30 
newspapers  in  the  U.S.  Please  contact  Dynaric  to 
learn  more  about  our  strapping  and  newspaper 
strapping  machines. 
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3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505-1150 
Fax:  (717)  505-1161 
sales@kbapa.com 
www.kba-print.com/pa 

/\s  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
machinery;  the  COLORMAX/II/SW  for  flexography; 
the  COLORA/PRISMA/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications.  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Tel.770  850-8511 
Fax.  770  850-8550 
E-mail  JOEatWIFAG@aol.com 
www.wifag.ch 

On  the  road  towards  digital 
newspaper  printing 

The  WIFAG  evolution  371  press  is  the  world's  first 
image  data  based  newspaper  printing  press  and 
will  be  introduced  to  the  US  market  at  the  North 
Jersey  Media  Group.  Produaion  start  August  2006. 


And  that’s  a  totally  different  mission  than 
newspapers’  traditional  mission.  You  don’t 
find  them  nearly  as  serious-minded  and 
persistent  in  what  I  always  thought  was 
the  main  goal  of  newspapers  —  and  that  is 
to  keep  the  government  honest.” 


yesterday,’  and  it’s  up  to  me  to  put  it  into 
context.” 


Now  &  then: 

On  a  Kentucky  farm,  breeds  thorough¬ 
bred  racing  horses,  including  the  2001 
Kentucl^  Derby  winner  Monarches. 
Former  editor,  Chicago  Tribune,  Orlando 
(Fla.)  Sentinel. 


An  ex-editor's  moment  of  Zen: 

“We  were  about  to  go  out  somewhere,  so  I 
had  15  minutes  to  read.  The  newspaper  was 
there,  and  so  was  a  travel  magazine.  I  picked 
up  the  magazine,  and  in  the  afternoon  I  real¬ 
ized,  ‘I  haven’t  read  a  newspaper  today.’”  ® 


So  do  you  like  any  paper? 

“There  are  two  or  three  serious  big 
papers,  still  run  by  families.”  One  excep¬ 
tion:  “I  think  the  Los  Angeles  Times  is 
doing  a  great  job.  They  haven’t  been 
‘Tribune-ized’  yet.” 


Daily  reading  habit: 

Reads  The  New  York  Times  and  Los 
Angeles  Times  online  every  day,  and  buys 
two  Kentucky  papers.  The 
Courier-Journal  in  Louisville 
and  the  Lerington  F/cra/rf- 
Leader.  Skips  the  local  weekly: 

“It’s  pathetic.” 


Hits  &  Misses: 

Forget  features.  “I  just  don’t 
read  the  stuff  I  used  to  hate  but 
had  to  read  anyway:  the  gossip, 
celebrity  [coverage],  self-help.” 


Outlook  on  newspapers: 

“Newspapers  are  still  the  best 
place  to  find  journalism  —  but 
you  have  to  look  harder  for  it 
now.  I  think  it  is  the  allocations 
of  resources  that  bothered  me 
when  I  quit  that  bother  me 
even  more  now. 

“Newspapers  have  only  so 
much  space  and  only  so  much 
talent  to  allocate,  and  they  allo¬ 
cate  so  much  of  it,  it  seems  to 
me,  to  crap.  We  spend  too  much 
time  and  effort  entertaining  our 
readers.  Newspapers’  aim 
seems  to  be  to  aim  at  an  audi¬ 
ence  and  entertain  it  and  at¬ 
tract  it  in  basically  the  same 
way  that  beer  commercials  do. 


Former  New  York  Daily  News  Editor  Jim  Hoge 
remains  a  news  junkie.  He  sees  coverage  lean¬ 
ing  away  from  local,  and  more  toward  national. 


Jim  Hoge 


Now  &  then: 

Editor  of  Foreign  Affairs  magazine. 
Former  editor,  New  York  Daily  News, 
Chicago  Sun-Times. 


Daily  reading  habit: 

Each  day  he  reads  The  New  York  Times, 
Financial  Times,  The  Washington  Post, 
The  Wall  Street  Journal,  and  the  New  York 
Sun.  Picks  up  the  Daily  News  and  Post  at 
newsstands.  Occasionally  goes  online  to 
read  the  Los  Angeles  Times  and  various 
foreign  newspapers. 


Jim  Squires,  in  his  office  on  his  Kentucky  farm,  believes 
newspapers  still  have  potential  but  they  have  strayed  from 
their  traditional  mission  of  keeping  the  government  honest. 


What  he  skips: 

Feature  stories.  They’re  dull,  unchalleng¬ 
ing,  one-sided.  “I  never  used  to  say  to  a 
reporter,  ‘Do  a  feature  story,’  for  fear 
ib  he’d  come  back  with  one.” 


David  Burgin 


Hits  &  misses:  * 

Think  global,  skip  local:  “I  read  interna¬ 
tional  and  national  news,  editorials,  Op- 
Eds  and  top  local,  business  and  cultural 
stories.  The  tilt  is  more  toward  internation¬ 
al  news  and  less  toward  local  than  when  I 
was  with  the  Daily  News  or  the  Sun-Times. 


Now  &  then: 

Newspaper  industry  consultant. 
Top  editor  at  15  dailies,  including 
the  Orlando  Sentinel,  Oakland 
Tribune,  The  Dallas  Times 
Herald,  Houston  Post,  The 
Examiner,  in  San  Francisco.  ^ 


>1  Dutlook  for  newspapers: 

Burgin’s  a  pessimist.  He  reads 
j  newspapers  out  ofhabit,  but  says, 
“essentially,  the  generation  under  40 
does  not  have  that  habit.  They’re 
gone  —  and  the  changes  to  the 
newspaper  industry  are  going  to 
come  in  like  a  train,  and  there’ll  be 
no  whistle  blowing.  I  think  editors  are  in 
for  a  real  shock.”  H 


How  newspapers  are  doing: 

“I  find  news  judgments  generally  to  be 
sound.”  But  there’s  room  for  improvement, 
like  more  international  coverage  and 
“concise,  no-jump  accounts,”  a  la  the 
Financial  Times.  [i 


Daily  reading  habit: 

The  New  York  Times,  San  Fran- 
cisco  Chronicle:  “If  they’re  not  there  in 
the  morning,  I  go  and  find  them.  I’m  just 
hooked.”  Rarely  visits  newspaper  Web  sites. 


68  EDITOR  &  PUBLISHER  SEPTEMBER  2005 


www.editorandpublisher.com 


T 


T 


Heath 

Meriwether _ 

Now  &  then: 

Advocate  for  early  education  and  family- 
friendly  bike  trails.  Former  publisher  and 
executive  editor,  Detroit  Free  Press. 


Daily  reading  habit: 

Subscribes  to  The  New  York  Times, 
occasionally  buys  The  Journal 
News  of  Westchester-Rockland, 

N.Y.,  for  local  news.  Reads  the 
Free  Press  online. 


Hits  &  misses: 

Follows  several  columnists  at 
the  Times,  including  Tom  Fried¬ 
man  and  former  and  current 
ombudsmen  Daniel  Okrent  and 
Barney  Calame.  “Devours”  Times 
arts  and  culture  coverage,  and 
loves  its  real  estate  section  for  cov¬ 
erage  of  New  York  City’s  modern- 
day  version  of  Tulip  Mania:  “The 
real  estate  phenomenon  in  New  York  City  is 
something  the  Times  captures  exquisitely.” 
Follows  the  Free  Press  investigative  report¬ 
ing  on  the  mayor,  and  is  “addicted”  to  sports 
columnists  Drew  Sharp,  Mitch  Albom,  and 
Michael  Rosenberg. 


Heath  Meriwether 
at  his  daughter 
Liz’s  graduation 
from  Yale,  with  son 
Graham  and  wife 
Pat.  Below,  he  gets 
in  some  quality 
cycling  time.  The 
former  editor  still 
enjoys  investigative 
reports. 


Categorically  against  categoriiation: 

“I  think  too  many  of  our  newspapers 
think  compartmentally  rather  than  organi¬ 
cally.  You  know,  this  is  ‘local  news,’  this  is 
‘business  news,’  this  is  ‘entertainment 
news.’  As  a  result,  a  reader  has  a  much 


harder  time  seeing  himself  or  herself  in 
the  newspaper.”  More  pap)ers  should  define 
local  news  more  broadly,  as  the  Times  does. 
“I  come  away  from  the  Times  feeling  more 
like  I  understand  what  life  is  really  like 
because  the  paper  doesn’t  approach  its 
coverage  in  such  an  incremental  and 
compartmentalized  way.” 

Missing  coverage: 

“As  someone  who  is  passionate  about  the 
importance  of  early  childhood  education, 

I  don’t  think  any  of  the  papers  I’ve  read  do 
as  strong  a  job  as  they  should. ...  Having 
said  that,  at  least  I  understand  even  better 
how  readers  must’ve  felt  reading  the 
papers  I  led  and  edited.”  (3 


Roy  Bode _ 

Now  &  then: 

Vice  president/  public  affairs.  University 
3  of  Texas  Southwestern  Medical  Center. 

S  Former  editor.  The  Dallas  Times  Herald. 

O 

I  Daily  reading  habits: 

I  Bode  reads  The  Dallas  Morning  News, 


The  New  York  Times,  the  Fort  Worth 
(Texas)  Star-Telegram,  USA  Today,  The 
Wall  Street  Journal,  and  Quick.  He  scans 
several  newspaper  Web  sites,  but  says  he 
does  not  check  any  of  them  regularly.  Bode 
also  says  that  he’s  reading  so  many  papers 
not  simply  because  of  his  PR  work,  but 
because  he’s  still  got  the  newspaper  bug, 
and  is  looking  to  buy  some  papers  to  get 
back  into  the  business. 


Roy  Bode,  pictured  among  cattle  on  his  Texas  ranch,  enjoys  Quick,  the  Dallas  Morning  News’ 
youth-oriented  tabloid.  He's  a  proponent  of  making  changes  to  meet  the  evolving  needs  of  readers. 


Hits  &  misses: 

“Now  I  don’t  feel  an  obligation  to  go 
much  beyond  the  front  page  of  the  metro 
section  or  business,”  Bode  says.  He  admits 
that  he  almost  never  reads  big  projects  all 
the  way  to  the  end.  Reads  the  Times  thor¬ 
oughly,  and  front-page  articles  of  the  Jour¬ 
nal.  “I’m  a  big  fan  of  the  Joumats  Friday 
section.”  Also  likes  Quick,  the  Morning 
News’  youth-oriented  tabloid.  “Quick  is 
going  to  be  quite  effective  in  attracting 
people  who  might  not  otherwise  be  reading 
a  newspaper  of  any  kind,”  he  notes.  “I 
think  it’s  a  better  alternative  than  getting 
news  from  a  10-second  radio  item  or  a 
30-second  TV  piece.” 

Praise  for  an  old  rival: 

Likes  the  “radical  changes”  at  the  Morn¬ 
ing  News,  which  won  the  bitter  Dallas 
newspaper  war.  “I  like  to  see  the  different 
kind  of  content  they’ve  got  at  the  Morning 
News ...  I  think  they’ve  been  changes  for 
the  better.  The  worst  thing  a  newspaper 
can  possibly  do  is  feel  they’ve  discovered 
a  formula,  and  to  stick  to  it.  The  world 
changes,  and  newspapers  have  to  change 
to  meet  its  demands.”  13 
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Albuquerque  JOA’s 
dailies  are  the  first 
in  North  America 
to  rely  directly  on 
Adobe  Creative 
Suite  for  their 
newsrooms 
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InDesi 


BY  JIM  ROSENBERG 

Dailies  under  the  oldest  joint  operating  agreement  are 
moving  to  new  software  without  benefit  of  a  traditional  vendor. 

Neither  Adobe  Systems’  InDesign  layout  program  nor  its 
code-sharing,  H&J-compatible  InCopy  writing/editing  pro¬ 
gram  are  new;  most  system  vendors  have  integrated  these  applications. 
But  since  Adobe  launched  its  Creative  Suite,  some  operations  are 
examining  the  software’s  workability  as  a  system  all  its  own. 

Availability  of  third-party  workgroup  plug-in  software  and  Adobe’s 
spring  upgrade  boosted  the  package’s  potential  as  a  solution  for  sites 


that  are  prepared  to  bypass  vendors’  systems 
and  support.  Papers  in  England  and  Spain 
already  have  developed  Adobe-based  editori¬ 
al  systems  with  help  from  The  Netherlands’ 
WoodWing  Software,  developer  of  InDesign 
and  InCopy  plug-ins  and  site-specific  work. 

Through  the  agency  of  72-year-old  Albu¬ 
querque  Publishing  Co.,  the  Albuquerque 
Journal  and  The  Albuquerque  Tribune  will 
for  a  second  time  create  their  own  system. 
WoodWing  may  supply  its  database-driven 


SmartConnection  workflow  solution  for  the 
new  system  based  on  Adobe  Creative  Suite  2. 

Alternatively,  Canada’s  largest  weekly  pub¬ 
lisher  has  writers  on  InCopy  and  page  layout 
on  InDesign,  with  no  integrated  workflow, 
while  a  U.S.  weekly  uses  Managing  Editor 
Inc.’s  TruEdit  plug-ins.  (See  “Two  ways  week¬ 
lies  adopted  Adobe,”  E&P  Online,  Aug.  22.) 

By  the  late  1980s,  desktop  word-process¬ 
ing  and  design  applications  persuaded  many 
that  those  products  might  serve  as  front  ends 


and  pagination  engines,  in  place  of  pricey 
proprietary  systems.  But  for  most  papers, 
Microsoft  Word  plus  QuarkXPress  did  not 
equal  a  publishing  system.  Suppliers  eventu¬ 
ally  integrated  the  applications  for  use  in 
many  deadline-driven  environments.  Quark 
Publishing  System  met  many  challenges,  no¬ 
tably  the  need  to  match  H&J  in  editing  and 
design.  For  years,  its  platform  was  the  Mac, 
even  as  newspapers  moved  more  to  Windows 
PCs  and  Apple  moved  to  OS  X.  And  competi¬ 
tors  using  its  XPress  could  not  get  CopyDesk. 

Still,  XPress  functioned  with  other  appli¬ 
cations,  for  many  of  which  the  Mac  remained 
the  preferred  platform.  But  by  the  time  QPS 
was  PC-compatible  and  its  CopyDesk  editor 
available  to  integrators,  things  had  changed. 
New  suppliers  were  selling  partly  proprietary 
systems  open  to  desktop  applications;  some 
vendors  to  small  and  mid-size  papers  were 
gone;  new  media  demanded  attention;  open- 
source  software  was  on  the  way;  and  Adobe,  - 
I  creator  of  the  lingua  franca  of  page  output,  | 

j  was  working  on  something  it  called  K2  that  | 
'  would  challenge  XPress  and  later  QPS.  C 

K2  was  unveiled  as  InDesign,  easily  S 

interoperable  with  Photoshop  and  Illustrator  r 
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Peeking  into  Adobe’s  Creative  Suite  at  Albuquerque  Publishing  Co. 
are,  from  left,  System  Analyst  Eddie  Chaves,  Data  Systems  Director 
Arthur  Duran,  Systems  Analysts  David  Pitsford  and  Ray  Stewart, 
and  Albuquerque  Journal  Assistant  Managing  Editor  Donn  Friedman. 


and  available  for  Mac  or  Windows.  Digital 
Technology  International  was  its  earliest 
champion  among  system  vendors. 

What  Adobe  did  next  made  some  rethink 
publishing  with  little  more  than  desktop  soft¬ 
ware.  It  packaged  print  and  Web  applications 
into  the  comprehensive  Creative  Suite  (with 
HTML  generation,  PDF  processing,  XMP 
support)  and  synchronized  their  upgrades; 
added  the  workflow  and  tracking  rudiments 
of  a  publishing  system  so  that  staffers  could 
efficiently  collaborate;  and  it  made  the 
InCopy  editor  available  as  a  stand-alone 
application  for  end  users. 

“There’s  this  big  gap  between  just  using 
desktop  applications  and  getting  a  workflow 
system,”  and  Creative  Suite  helps  “fill  that 
gap”  with  a  simple  workflow  capability  that’s 
not  newspaper-specific,  says  Bill  Rosenblatt 
of  GiantSteps  Media  Technologies  Strategies. 

Bringing  it  all  together 

In  CS2,  Adobe  sought  improved  collabora¬ 
tion  of  creative  and  production  staffers,  em¬ 
phasizing  efficient  interoperability  among 
component  applications,  says  Senior  Product 
marketing  Manager  Whitney  McCleary. 


At  the  same  time,  it  con¬ 
tinues  to  promote  stand¬ 
alone  copies  of  InCopy 
(E^P,  Oct.  6, 2003)  for 
teams  of  up  to  12  people. 
With  InCopy  CS2,  for  ex¬ 
ample,  preferences  maybe 
dynamically  loaded,  the 
user  interface  customized, 
and  documents  broken  up 
for  controlled  availability 
to  several  users.  Otherwise 
distracting  design  updates 
are  pushed  only  when  rele¬ 
vant  to  the  element(s)  on 
which  a  staffer  is  working. 
For  those  needing  to  be 
aware  of  an  entire  story 
package.  Product  Manager 
Chad  Siegel  says,  unas¬ 
signed  areas  are  visible  “in 
fill!  fidelity,”  meaning  en- 
largeable  photos,  not  just 
low-res  screen  captures, 
and  a  main  story  legible  to 
anyone  working  on  a  side- 
bar  (and  vice  versa). 

As  a  result,  users  can 
perform  many  tasks  faster 
than  before,  automatically 
avoid  butting  copy  and  double  spaces,  share 
dictionaries  across  workgroups,  and  use 


auto-correct  for  common  errors. 

To  approximate  fit  in  content-driven  work- 
flows,  words  per  line  and  column  depths  may 
be  specified  (and  saved  and  shared).  Recur¬ 
ring  layout  dimensions  can  be  copied  into  a 
writer’s  preset,  and  styles  assigned.  InCopy 
CS2  supports  all  InDesign  file  types.  Import¬ 
ed  Word  documents’  styles  and  formatting 
may  be  preserved  at  a  writer’s  discretion. 

Especially  attractive  are  CS2’s  Version  Cue 
and  Bridge.  The  former  manages  versions 
and  aids  collaboration  through  sharing  and 
Web-based  review  and  annotation  of  PDF 
project  files  (CS  includes  Adobe  Acrobat).  In 
CS2,  Version  Cue  in  combination  with 
Bridge  workflow  manj^ement  supports  larg¬ 
er  work  groups,  their  attendant  access  and 
file-locking  requirements,  and  integration  of 
CS2’s  component  applications.  Bridge  relies 
on  Adobe’s  Extensible  Metadata  Platform  to 
standardize  and  automate  collection,  attach¬ 
ment,  and  reading  of  metadata  (information 
embedded  in  a  file  about  the  file’s  content). 

Plugging  into  Adobe 

Working  with  Adobe  since  1997,  Wood- 
Wing  developed  software  to  extend  InDesign 
capabilities.  For  example,  SmartStyles  facili¬ 
tates  creating,  modifying,  and  applying  ob¬ 
ject,  table,  and  text  styles.  With  easy  text 
framing  and  fitting,  SmartLayout  preserves 
access  to  all  story  elements  while  allowing 
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their  handling  as  one  item,  which  automati¬ 
cally  flows  around  placed  items,  defaulting  to 
the  grid  of  a  given  page  and  ofiering  resizing, 
XML  taging,  and  a  shapes  library. 

WoodWing’s  SmartConnection  knits  In- 
Design  and  InQjpy  into  an  XML-based  edi¬ 
torial  system  in  two  file-based  versions  for  30 
or  fewer  persons  and  a  database-driven  ver¬ 
sion  for  larger  groups.  Using  fileserver  or 
database,  a  large  group  can  set  up  Smart- 
Connection  with  a  preferred  workflow  and 
organization,  and  use  copy  annotation  and 
automatic/selectable  copy  routing.  The  scala¬ 
ble  Enterprise  version  supports  more  access 
control  and  complex  queries.  Besides  MySQL 
database,  it  suppKJrts  Linux,  Apache  Web 
server,  and  PHP  open-source  technologies. 

Better  to  buy  or  to  build? 

More  likely  to  have  development  staffs, 
European  papers  are  better  able  to  integrate 
their  own  systems,  says  Rosenblatt,  who  con¬ 
sults  on  publishing  systems.  Lacking  the 
same  expertise,  their  U.S.  counterparts  ordi¬ 
narily  seek  vendors’  turnkey  solutions. 

Development  at  U.S.  newspapers  “has  real¬ 
ly  atrophied  over  the  last  10, 20  years,”  says 
Rosenblatt.  “They  shot  themselves  in  the  foot 
when  they  got  rid  of  internal  development 
staflT  after  their  aging  systems  merited  little 
more  than  maintenance,  he  notes. 

U.S.  papers,  he  says,  “need  to  do  a  better 
job  of  owning  technology  development  as  a 
strategic  core  competence,”  comparable  to 
their  newsroom  and  pressroom  expertise, 
and  especially  as  cross-media  demands  grow. 

When  most  of  those  older  systems  were 


gone,  Rosenblatt  continues,  small  to  mid-size 
papers  found  newer  systems  costly.  But  at  a 
few  hundred  dollars  per  seat,  a  package  like 
CS2,  he  says,  costs  a  small  group  a  few  thou¬ 
sand  dollars,  not  something  in  the  “high  five 
figures”  needed  to  implement  a  newspaper 
editorial  system. 

He  sees  a  cost  advantage  even  at  Albuquer¬ 
que’s  size.  The  only  solution  between  what  it 
is  building  and  an  impressive  but  costly  sys¬ 
tem  might  be  something  like  North  Atlantic 
Publishing  System’s  NFS  2000,  he  suggests, 
with  a  price  in  the  low  to  mid  five  figures. 

Rosenblatt  characterizes  SoftCare’s  K4  as 
the  Adobe  world’s  counterpart  to  QPS.  And 
w'hat  WoodWing  offers  is  “not  a  complete  ap¬ 
plication,”  he  says.  It’s  more  like  a  toolkit  that 
still  requires  an  outside  integrator  or  in- 
house  programmers  for  implementation. 


Retrieving  and  tracking 
versions  of  stories  and 
graphics:  Adobe  Version 
Cue  CS2  Versions  View 
in  Bridge  shows  current 
version  at  left  and  previ¬ 
ous  versions  on  right, 
where  a  tool  tip  with 
basic  metadata  and  ver¬ 
sion  comment  is  visible. 

If  WoodWing  seeks 
a  big  U.S.  newspaper, 
Albuquerque  may  be 
just  right,  if  Rosen¬ 
blatt’s  assessments  of 
newspapers  and  sys¬ 
tems  available  to  them 
are  correct.  Building 
its  own  not  only  cre¬ 
ates  a  system  that  meets  its  needs  and  costs 
less,  but  it  also  owns,  understands,  and  is 
better  able  to  upgrade  the  system,  according 
to  Rosenblatt  and  Albuquerque  staffers. 

At  least  as  far  back  as  the  early  ’90s,  when 
papers  selected  among  proven  proprietary 
systems  and  promising  PC-/Mac-based  sys¬ 
tems,  Albuquerque’s  locally  owned  Journal 
and  Scripps’  Tribune  were  writing  in  Xy- 
Write  on  their  own  network  of  PCs.  A  word 
processor  from  ex-Atex  staffers,  DOS-based 
XyWrite  offered  Atex-like  functionality. 

“There  was  nothing  out  there  worth  buy¬ 
ing,”  and  what  was  available  was  expensive, 
says  Data  Systems  Director  Arthur  Duran. 
“The  only  thing  that  ours  is  lacking  is  the 
database  under  it,”  but  it  is  very  fast,  he  says. 

Contrary  to  the  trend  Rosenblatt  observed, 
Albuquerque  held  onto  its  development  staff. 
It’s  important  that  IT  understands  newspa¬ 
pers,  says  Duran,  a  34-year  veteran  of  the 
JOA.  Of  the  four  analysts  working  with  him, 
Ray  Stewart  has  been  there  29  years  and 
Eddie  Chaves  for  25.  Steven  Lenti  and 
David  Pitsford  arrived  in  the  ’90s.  “I’ve  got 
some  extremely  good  talent,”  Duran  says. 

“It’s  always  been  a  mix”  of  PCs  and  Macs 
on  the  Novell  network,  Duran  adds.  The 
’286-class  PCs  and  Mac  IIs  have  given  way  to 
faster  machines  running  Windows  XP  and 
OS  9.  Macs  never  made  it  to  OS  X  because 
XPress,  used  for  pagination,  was  slow  in  get¬ 
ting  there.  PCs  now  predominate  for  reasons 
of  cost,  maintenance,  and  “font  issues.” 

XyWrite  became  a  front  end  thanks  to  its 
XPL  language,  wire  routing  devised  in- 
house,  and  the  TransTags  translator.  XPL 
was  used  to  customize  keyboards,  create 
shortcuts,  assign  font  widths,  and  format 
wire  copy.  “Scripts  we  wrote  15  years  ago 
we’re  still  using,”  Stewart  says.  “It  was  almost 
like  it  was  open  source,”  adds  Pitsford. 

Tagging  XyWrite  copy  for  XPress,  Trans- 
Tags  was  developed  {continued  on  page  73} 


Technology  Companies,  Take  Note! 

Starting  in  October,  Shop  Talk,  a  new  E&P  technology 
section  by  senior  editor  Jim  Rosenberg,  will  have  the 
industry's  Prepress,  Press  and  Post-Press  news  and 
information  needs  covered. 

To  advertise  in  Shop  Talk,  or  for  more  information, 
contact  your  E&P  territory  sales  manager  today: 

Southeast/Mid-Atlanlic  East/New  England/Eastern  Canada  Midwest/West/Western  Canada 

Betsy  Maloney  Charles  McKeown,  Publisher  Michele  Romriell 

Tel:  (301 )  656-571 2  Tel:  (646)  654-51 20  (502)  21 3-091 9 

bmaloney@edilorandpublisher.com  cmckeown@editorandpublisher.com  mromriell@editorandpublisher.com 
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ASTROLOGY 


-  DAILY -WEEKLY -MONTHLY 

In  the  Stars  -  Cosmic  College 
Fortune  Cookies 

Features  Tied  in  with  our  Daily  Website 
www.Astrology-101  .com 
TIME  DATA  SYNDICATE  (800)  322-5101 


CREDIT  CARDS 


DebtSmart®  Column 

Readers  call  financial  author 
Scott  Bilker’s  biweekly  column 
“practical,”  “insightful,”  and 
“cutting  edge.”  He’s  been 
helping  people  save  thousands 
of  dollars  on  their  debts  for  the 
past  10-1-  years!  See  samples, 
learn  more  about  the  column, 
and  sign  up  FREE  today! 

www.debtsmart.com/free 


ALIVE  &  FREE 

Free  health  coliimn 
for  dailies  and  weeklies 
Features  substance  abuse  prevention 

A  public  service  of  Hazelden  Foundation 
New  column  every  two  weeks 

Call  888-257-7800,  ext.  4455 
www.hazelden.org/aliveandfree 


The  Finest  in  Daily  and 
Sunday  Crosswords 
Call  (800)  2924308/(951)  929-1169 


.-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 


PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on 
or  for  ad  sales  reps  who  want  to  move 
up.  Visit: 

www.PublishingOpportunity.com 
for  more  information  or  call  Allen  at: 
(800)  941-9907.  ext.  11 


FINANCIAL  SERVICES 


JamesMartinLLC.Com 

We  specialize  in  newspaper  finance,  i 

! 

merger  &  acquisition.  Established  1983. 
24/7. 

(614)  20S-0424 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 


Box  579,  Landrum,  SC  29356 


KAMEN  a  CO  QROUP 


Appraisals  •  Business  Plans  •  Brokering 
Restructuring  •  Feasibility  Studies 
Expert  Valuation  Witness 
(516)379-2797 
info@kamengroup.com 


NEWSPAPER  BROKERS 


C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
20283  State  Road  7,  Suite  300 
Boca  Raton,  FL  33498 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


NATIONAL  MEDIA  ASSOCI/\TES 

Brokers  •  .Appraisers  •  (!oiisuilaiils 


THOMAS  C.  BOLITHO 
P.O.  BOX  849 
i  ;  ADA.  OK  74821 
'  580.421.9600 

EDWARD  M.  ANDERSON 
P.O.  BOX  2001 
BRANSON,  MO  6361 5 

If  you  have  been  c(Mtid0lf/jt^dlfSn^ttdnrweTc^  forward  to 
an  initial  conversation  and  to  achieving  your  highest  potential  value. 
And  ask  us  about  our  strongest  references:  Our  past  clients. 
Visit  us  on  our  website:  Nationalmediasales.com 


I 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


A  Tradition  of  Trust 


Dave  Sonnichsen 
Finanoal  Analyst 

Dave  Sonnichsen  has  served  the 
newspaper  industry  for  over  thirty- 
eight  years.  He  worked  in  a  variety  of 
accounting,  informatiem  technology 
and  corporate  office  positions  prior  to 
appointment  as  chief  financial  offtcer  for 
Pioneer  Newspapers,  Inc. 

Through  his  association  with  newspaper 
groups  (Dave  has  worked  for  both  Scripps 
League  and  Haeadone  Corporation  as  well 

as  Pioneer),  he  has  experience  with  over  ftfty  daily  and  weekly  newspapers 
in  twenty-one  states,  including  the  associate  shc^>pers,  niche  publications 
and  printing  operations. 

Dave  is  the  Financial  Analyst  for  Cribb  it  Associates,  and  provides 
financial  evaluation,  proforma,  EBITDA/ cost  analysis  and  the  financial 
aspects  of  strategic  acquisition  plan  modeling. 

Dave  Sonnichsen  •  d^nnichC^bb.com 


Gary  Greene 

Tom  Kanvakia 

John  Cribb 

434-971-8344 

239-103-1133 

404-S86^621 

ggKeaeOcribb.com 

tkaravakia#cribb.com 

|cribb#cribb.com 

1^ 

Newspaper  Brokers 

CRIBB 

104  Eaal  Main,  Suite  402 
Bozenun,  MT  59715 
406-586-6621  *  Fax  406-5804774 

Since  1923 

&  Associates,  LLC 

cnbb.com 

PUBLICATION  BROKERAGE  •  APPRAISAL  •  CONSULTING 

CIASSIFIED  ADVHRTISKRS: 


If  you  don't  see  a 


CATECOKV  THAT  FITS  YOUR  NEEDS. 


PLEASE  CALL  US  AT 


888.82S.9149 


GAUGER  MEDIA  SERVICE 
Dave  Gauger 

Consulting  •  Valuations  •  Sales  •  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 
www.gaugermedia.com 


—  CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


www.editorandpublisher.com 
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EflUIPMENT  8,  SUPPLIES 


WE  KNOW 


WS  PAPERS 


JP  Media  Partners  assists  owners  in  the 
sale  of  their  newspapers  and  offers 
appraisal  and  consulting  services.  The 
firm’s  principal,  Jeffrey  Potts,  has  a 
combined  18  years  of  experience 
working  for  newspapers,  evaluating 
their  markets  and  opcralions,and 
managing  their  sale. 

Call  him  today  for  a  confidential  discussion. 


MEDIA  PARI  M  RS 
2377  Gold  Meadow  Way.  Suite  100 
Gold  River.  CA  95670 
Phone:  916-526-2693 
www.jpmediapartners.fom 


Phone:  1-888-825-9U9 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  DTYHACZ@EDITORANDPUBLISHER.COM 


PUBLICA'nONS  FOR  SALE 


NEWSPAPER  BROKERS 


NEWSPAPERS  FOR  SALE 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage 
Services 

Appraisals,  Sales,  Acquisitions,  Mergers 
(661)833-3834 
Fax  (661)  833-3845 
www.media-broker.cotn 


Monthly  Publications 
For  Saie 

In  Western  North  Carolina 
New  South  Business  Ventures 
(828)  254-8700 
www.newsouth.info 


COMPLETE  IMAGE  SETTER 
WORKFLOW  FOR  SALE. 

Top  of  the  line  EV  Jetsetter  8100  with 
dual  exit  buffer,  max  200  Ipi,  up  to  400’ 
cassette  capacity,  1000  to  3556  dpi, 
25”  wide  for  4-up  and  8-up,  dependable, 
high  quality,  up  to  32”  per  minute, 
Pentium  4  Processor,  HQ  Rip  Software, 
only  18  months  old,  ever^hing  you  need 
to  get  started.  Located  in  Inglewood, 
CA  (5  minutes  from  LAX  airport) 

Call  Eddie:  (714)821-1481. 


Strong  Midwest  Weekly  Newspaper 
and  Shopper  in  growth  area.  Readership 
of  3-5,000  &  13-15,000,  respectively, 
with  over  70%  in  recurring  advertising  rev¬ 
enues.  Very  profitable. 

Offers  free  on-line  versions.  Please 
call  Ron  Nielsen  at  (515)  2224400. 


PUBLICATION  FOR  SALE 

AD  COPY  10-year-old  publishing 
company  for  sale  or  investment.  Cash 
gross  $500K.  Ml’s  largest  magazine  tar¬ 
geting  55-h  demographics  with  estab¬ 
lished  AZ  franchise.  Includes  specialty 
publications  for  senior  citizen  centers 
and  more.  Perfect  model  for  nat’l  fran¬ 
chising.  Asking  $500K  or  $200K  invest¬ 
ment  to  launch  franchising.  Serious  in¬ 
quiries  only,  bizagenda@aol.com  or  fax 
(248)  952-5881. 


Leader  in  Sale  V  1^ 

of  Community  ^  T  ; 
Newspapers  >  4  ^ 

Check  our  references  Aj 

( 2 1 4  >  265-9300 
Kickenbacher  IVIedia 

h73l  Desco  Dr..  Dallas.  TX  75225 
\v  w  \\  .  ri  c  ke  n  buc  he  rmed  i  a  .com 


TEXAS  NEWSPAPERS.  Many  good 
ones  available.  Bill  Berger, 
Associated  Texas,  Newspapers,  Inc. 
(512)  476-3950.  1801  Exposition,  Aus¬ 
tin,  Texas  78703. 


New-Used  Web  Presses 

4-HI  Towers  -  3-Color  Satellites  &  more 

AL  TABER  &  ASSOCIATES 
wvvw.altagraphics.com 
E-mail;  altaeg@aol.com 

770-552-1528 


The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 


NEWSPAPERS  WANTED 


Mini  Coior  Towers 

PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2”,  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 
NorthMwt  Induatrtos,  Inc. 
Tel:  (800)  821-6257  Fax:  (323)  256-7607 

www.neiinc.com 


Well  established  weekly  newspaper  with 
circulation  of  5,300  in  rapidly  growing, 
desirable  community  in  the  Carolines. 
Sales  of  $650,000  in  2004.  Owner  retir¬ 
ing.  For  a  packet  of  further  information 
e-mail  GPC@mindspring.com  and  ask  for 
a  newspaper  information  packet.  Please 
include  your  mailing  address  and  phone 
number. 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspa¬ 
per  groups  to  our  family  of 
award-winning  publications.  All  informa¬ 
tion  will  be  held  in  the  strictest  of  confi¬ 
dence.  For  a  quick  sale,  send  information 
about  your  company  to: 

Box  3627,  Editor  &  Publisher,  Classified 
770  Broadway  7th  Floor,  New  York,  NY 
10003 


Newspaper  Sales/Appraisals 
Experienced  &  Confidential 


www.publicationsforsale.com 


NEWSPAPER  BROKERS 


PUBLICATIONS  FOR  SALE 

Fort  Lauderdale,  Florida  weeklies,  11 
year-old  Texas  shopper,  three  Southern 
festival/  event  newspapers.  National  ESL 
classroom  monthly.  Upstate  New  York 
paid  weekly  near  Saratoga.  All  titles 
profitable!  info@kamengroup.com  (516) 
379-2797.  www.kamengroup.com 


“The  thing  always  happens 
that  you  really  believe  in:  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Lloyd  Wright 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


We  offer  the  most  successful 
buyer  representation  service 
in  the  industry.  FREE  PHONE 
CONSULT.  Hear  what  our 
associates  have  to  say  about 
your  unique  opportunities. 
Call  to  schedule  an 
appointment  today. 


South/Southeast  East/New  England  Midwest 

David  Emmons  John  Szefc  Mike  Kreiter 

(888)  237-7244  (845)  291-7367  (913)  897-4790 


West/Southwest  South  Mid-Atlantic 

Steve  Klinger  Dennis  Richardson  Kent  Roeder 

(505)524-0122  (731)694-2149  (973)729-2973 

www.mediameiigers.com 


CorpciH  OWcee: 
242iaMuec«<Oauft 
OeNtNnbuig,  MO  20682 
(601)2S»«>16 
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DQNT  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  M200.  M300,  M600,  M1000-A2  &  B,  HARRIS 
VI 5D,  V25,  845;  KING  Process  or  Color;  GOSS  Community,  Urbanite.  Metro; 
SOLNA  D30  or  C96;  HANTSCHO  Mark  IV,  VI  OR  XVI. 

FOR  SALE:  8/u  1984  Harris  V25;  6/u  Goss  Community  1980;  8/u  Harris  VI 5D 
1989;  JF25&JF1 5  folders 

NEWMAN  INTERNATIONAL,  LLC 

Tel:  (913)  648-2000  Fax:  (913)  684-7750  E-mail:  j.newman@att.net 


CURRENTLY  AVAILABLE 
FROM  INLAND 

5- unit  GOSS  URBANITE,  1968/1972  -very  clean,  top-notch  condition. 

3  GOSS  URBANITE  refurbished  units  (1000  series) 

GOSS  URBANITE  1400  Series  folder  and  upper  former 

10-unit  GOSS  SC/SSC  with  SC  folder,  upper  former  &  75  HP  drive,  SSC  4-high 
&  6  SC  mono  units. 

Two  9-Unit  GOSS/DEV  presses,  22”  Cut-off,  with  SSC  folder,  two  75  HP  drives, 
one  with  SSC  4-high,  SSC  floor  units  with  DEV  stacked  units  and  one  with  SSC  4 
high,  DEV  4-high,  and  SSC  floor  unit  -  available  now. 

GOSS  COMMUNITY  units  (stacked  or  24  highs),  folders,  upper  formers. 

4- unit  HARRIS  V15C  press  1981  vintage. 

NEWS  KING  units  &  KJ6  folder,  available  immediately. 

Two  GOSS  METRO  OFSET  units,  22  3/4”  cut-off  (578mm). 

6- unit  HARRIS  845/840  press  with  RBC-2  folder  &  150HP  drive, 

5- unit  HARRIS  1660  with  double  2:1  folder,  five  MEG's. 


NEWSPAPER  MACHINERY  CORPORATION 
...an  Inland  Industries  Company 

P.O.  Box  15999,  Lenexa,  Kansas  USA  66285 
(913)492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


44  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 

Nationwide  TELEMARKETING 
"PRE-PAID  Experts** 
Maximum  RETENTION 
Horace  Southward/Eric  Southward 
(800)  950-8475iwww.metro-news.com 


CIRCULATION  SERVICES 


Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone: 
(732)  602-1919  FAX:  (732)  602-9090 
E-mail:  mpj@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of 
Commerce 


CIRCULATION  SERVICES 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 
WWW.PROSTARTS.COM 


MAILROOM  SERVICES 


COMPUTER  SOFTWARE 


Providing  classified,  scheduling,  and 
display  billing  software  for  over 
14  years. 

Fake  Brains,  Inc 
303-791-3301 
www.fakebrains.com 


MAILROOM  SERVICES 


NEWSTEC,  since  1998,  has  provided  newspapers  and 
weekly  publications  quality  remanufactured  integrated 
inserting  technology  and  NEWSCOM  Post  Press  Controls, 
including  NEWStack,  NEWSwrap,  and  NEWSIabel,  at 
significant  cost  savings.  Contact  NEWSTEC  today  and 
see  how  an  integrated  NEWSTEC  solution  meets  and 
exceeds  your  inserting,  control,  planning  and  reporting 
requirements  at  an  affordable  and  reasonable  price. 


PRESSROOM  SERVICES  PRESSROOM  SERVICES 


WHAT  IF.... 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1(800)  657-2110 

45  years  in  the  Newspaper  Inckjstry 


CIRCULATION  III 

Telemarketing  Sales 
NATIONWIDE 

John  Dinan  (800)  650-7183 
CirculationlH.com 

www.editorandpublisher.com 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 
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SEPTEMBER  2005  EDITOR  &  PUBLISHER  CLASSIFIEDS  C3 


Phone:  1-888-825-9149  -  GUniFIED  ADVERTISING  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  DTYHACZ@EDITORANDPUBLISHER.COM 


MAILROOM  SERVICES 


-HELP  WANTED- 


ACADEMIC 


ACADEMIC 


ADVERTISING 


Increase  Revenue! 

nn/i/  Pmnf  Pano  ^ 


Apply  Front  Page 
Advertising  Nates 

On-Line  or 

Off-Line 

Applications. 


kfctf 


Profitpackaging,  Inc. 
(660)  438-7090 

profitpackaging@earthlink.net 

-HELP  WANTED- 


ADMINISTRATIVE 


MANAGEMENT  TRAINEE 

Management  trainee  needed  by  newspa¬ 
per/printing  company  in  Northwest  Ohio. 
This  position  is  a  training  position  to  be¬ 
come  a  future  publisher  or  top  level  man¬ 
ager. 

This  company  has  newspaper/printing 
operations  in  six  states  (OH,  TN,  IN,  KY, 
IL,  Wl)  and  the  management  trainee  may 
move  in  any  of  those  locations  after  an 
initial  IS^onth  training  period. 
Applicants  must  be  willing  to  relocate. 
Please  send  resume  and  cover  letter  to: 
Box  3885, 

Editor  &  Publisher  Classifieds, 

770  Broadway,  7th  Floor, 

New  York,  NY  10003. 

Or  E-mail, 

with  Box  3885  in  the  subject  line,  to: 
dtyhacz@editorandpublisher.com 


EDITOR 

The  Editor  of  The  Record  is  responsible  for  the  production  and  editing  of  the  bi-weekly 
newspaper  of  record  for  Columbia  University.  He/she  is  responsible  for  the  entire  pro¬ 
duction  process  from  story  and  photo  selection  to  distribution  and  marketing.  In  this  ca¬ 
pacity  he/she  sets  the  slate  of  articles  for  each  issue,  provides  direction  to  writers, 
crafts  occasional  articles,  edits  all  submitted  copy  for  content,  accuracy,  and  length,  and 
resolves  sometimes  substantial  production  problems.  In  addition,  the  incumbent  provides 
editorial  and  proofing  assistance  to  officers  on  their  press  releases,  advisories,  e-news, 
Web  stories,  and  other  communiques. 

The  Editor  is  in  frequent  contact  with  faculty,  deans,  and  senior  administrators  regarding 
story  ideas  and  submission  of  faculty  perspectives.  Additional  responsibilities  include 
staff  supervision,  headlines,  layout  management  (in  Quark  4.0),  and  page  design, 
long-term  planning,  expense  forecasting,  billing  supervision,  maintaining  postal  and  delivery 
accounts,  ensuring  delivery  and  campus  distribution,  (19,500  papers),  and  helping 
maintain  the  database  for  more  than  3,000  off-campus  subscribers.  Related  duties  as  re¬ 
quired. 

Qualifications:  Bachelor’s  degree  and  a  minimum  of  seven  years’  related  experience  re¬ 
quired.  Advanced  degree  desirable.  Reporting,  writing,  and  editing  background  for  a 
newspaper  and/or  magazine  covering  a  wide  variety  of  news  and  information  preferred. 
Excellent  writing,  editing,  and  organizational  skills  required.  Experience  with  in-house 
news  and  online  publications  preferred.  Knowledge  of  Quark  4.0  preferred.  Candidates 
must  apply  online  at:  jobs.columbia.edu/applicants/Central?quickFind=95983 
Please  submit  a  cover  letter  as  well  as  a  resume. 

Columbia  University  is  an  affirmative  action/Equal  Opportunity  Employer. 
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ADMINISTRATIVE 
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Come  experience  beautiful,  sunny  southern  Oregon!  The  Nickel,  a  successful  and  growing 
classified  publication  in  Klamath  Falls,  is  seeking  a  General  Manager  with  proven  leadership 
experience.  You  will  oversee  all  aspects  of  the  20,000  circulation  publication,  including  per¬ 
sonnel  management,  budgeting/forecasting,  advertising,  production  and 
circulation.  Candidates  with  the  following  skills  will  be  considered:  •  5  years  experience 
as  a  proven  leader  •  Profit  &  loss  management  experience  •  Self-motivated  and  inde¬ 
pendent  •  Superior  interpersonal  skills  •  Bachelor’s  degree  preferred.  We  offer  a  com¬ 
petitive  salary  and  excellent  benefit  package.  To  apply,  please  submit  a  letter  of  appli¬ 
cation,  professional  resume,  and  at  least  three  professional  references  to:  Heidi  Wright, 
President  &  Publisher  Klamath  Publishing  LLC  1301  Esplanade  Ave.  Klamath 
Falls,  OR  97601.  E-mail:  hwright@heraldandnews.com 
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The  Register  Citizen,  a  seven  day, 
8,000-circulation  newspaper  in  northwest 
Connecticut’s  beautiful  Litchfield  County 
and  based  in  Torrington  is  seeking  an  Ad¬ 
vertising  Director, 

We  require  a  person  fearless  of  competi¬ 
tion  with  a  record  of  success  in  adver¬ 
tising  sales  management.  You  must  be 
creative,  you  must  motivate,  you  must 
see  opportunity,  you  must  grow  the  busi¬ 
ness,  and  you  must  have  fun  while  doing 
it.  Send  your  resume,  cover  letter, 
salary  requirements  to: 

wrowe@journalregister.com 
Wesley  Rowe,  The  Register  Citizen 
190  Water  Street, 

P.O.  Box  58,  Torrington,  CT  06790 


CLASSIFIED 

ADVERTISING  MANAGER 

Wanted  at  The  Herald-Sun  (47,000-r  daily 
circulation)  in  Durham,  NC.  Do  you  pos¬ 
sess  demonstrated  abilities  to  achieve 
revenue  goals  via  the  development  and 
implementation  of  sales  strategies,  pro¬ 
motions  and  effective  staff  management? 
If  you  have  a  proven  track  record  in  ad¬ 
vertising  management,  and  are  a  team 
player  with  the  desire  to  excel  in  this  fast 
paced,  deadline-oriented  environment, 
send  your  resume  and  salary  history  to: 

Human  Resources,  The  Herald-Sun 
P.O.  Box  2092 
Durham,  NC  27702 
FAX:  (919)  419-6895 
E-mail:  sgainey@heraldsun.com 


CLASSIFIED  REAL  ESTATE  SALES  MANAGER 

The  Contra  Costa  Times,  a  KnightRidder  publication  located  in  San  Francisco’s  East  Bay, 
has  an  excellent  opportunity  for  a  Classified  Real  Estate  Sales  Manager.  Duties  include 
coaching  and  overseeing  staff,  assisting  in  account  revenue  development  and  training. 
This  position  will  be  responsible  for  achieving  department  revenue  and  expense  budget 
goals.  Excellent  leadership  and  communication  skills  are  required.  The  ideal  candidates 
will  have  knowledge  of  budgeting  and  goal  setting  with  a  proven  track  record  in  sales 
and/or  sales  management. 

We  offer  a  comprehensive  benefits  package  including  401(k)  pension  and  credit  union. 
Please  submit  resume  and  salary  history  to:  CCN  Human  Resources,  Job  #RSM, 
P.O.  Box  5088,  Walnut  Creek,  CA  94596  or  FAX  to:  (925)977-8444. 

E-mail:  jobs@cctimes.com. 


ADVERTISING  SALES  DIRECTOR 

35,000  daily.  If  you’re  a  self-motivated  leader  who’s  ready  to  take  the  reigns  of  The  Victoria 
Advocate  (TX)  ad  department  we  should  talk.  Our  retail,  classified  and  online  ad 
sales  teams  are  interested  in  having  a  leader  join  us  who  consistently  has  a  great 
attitude,  enthusiasm,  winning  passion  and  good  judgment  in  helping  coach  them  with  initi¬ 
atives  that  help  our  local  advertising  partners. 

Join  a  family  owned  and  operated  newspaper  company  that  has  invested  in  local  print 
and  online  strategies.  There  is  opportunity  to  better  position  our  offerings  in  a 
competitive  shopper  and  television  market.  Your  successful  experience  with  cultivating 
existing  and  new  business  development  will  be  appreciated.  You  will  be  compensated 
with  a  salary  and  bonus  program,  excellent  benefits,  and  vacation  package. 

Inquire  confidentially  to  Gary  Moore,  President,  Insight  Edge,  2370  Prince  Way, 
Vista,  California,  920M.  (760)  941-7120  or  E-mail  your  resume  to: 

garymoore@insightedge.com. 

EOE. 


MAJOR  ACCOUNTS  MANAGER 

The  Fresno  Bee,  Central  Californials  leading  daily  newspaper,  is  looking  for  a  manager 
with  strong  leadership  and  sales  presentation  skills  to  lead  and  support  our  major  accounts 
sales  team.  Duties  will  include  in-field  dual  sales  calls,  presentation  development, 
strategic  planning,  and  development  of  new  revenue  streams.  Must  have  a  minimum  of 
two  years  newspaper  sales  management  experience,  preferably  in  major  accounts 
and/or  national  advertising.  Competitive  salary,  based  on  experience  plus  excellent  benefit 
package. 

Please  send  resume  and  cover  letter  to  resume@fresnobee.com  or  mail  to: 

The  Fresno  Bee 
Human  Resources  Department 
1626  E  Street,  Fresno,  CA  93786.  EOE 


ADVERTISING  MANAGER/PUBLISHER 

We  are  seeking  an  advertising  manager/publisher  to  fill  an  opening  within  our  group  of 
newspapers  within  the  Zone  5,  Midwest  area.  The  ideal  applicant  would  have  a  minimum 
two  years  newspaper  experience  with  a  strong  emphasis  on  sales. 

We  are  seeking  someone  who  has  ability  to  become  a  publisher,  but  has  been  held  back 
due  to  lack  of  openings  or  someone  who  has  been  a  publisher  and  has  lost  their  job  due 
to  downsizing.  This  person  must  be  willing  to  relocate,  since  we  are  looking  for  someone 
who  will  become  part  of  the  local  community.  Fringe  benefits  are  second  to  none.  Up  to 
$60,000  salary  plus  large  commissions  and  profit-sharing.  Please  send  resume  and 
cover  letter  to: 

Box  3884 ,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor,  New  York,  NY  10003 
Or  E-mail,  with  Box  3884  in  the  subject  line  to: 
dtyhacz@editorandpublisher.com 
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RETAIL  ADVERTISING  MANAGERS 

A  special  opportunity  is  available  for  two  proven  leaders  with  a  successful  track  record  of 
driving  new  sales  initiatives  and  results.  We  are  in  a  terrific  market  with  unlimited  potential 
for  our  products  and  people.  Our  group  consists  of  our  dailies,  The  Sun  of  Lowell  and 
Sentinel  and  Enterprise  of  Fitchburg  and  Leominster,  as  well  as  a  cluster  of  weekly 
papers  and  a  shopper  in  southern  New  Hampshire. 

We  plan  on  expansion  through  acquisitions  and  new  products.  These  positions  will  manage 
the  sales  efforts  of  our  local  and  regional  retail,  national  and  major  accounts  teams. 
The  right  candidates  will  possess  strong  organizational  and  communication  skills.  Providing 
motivation,  hands  on  leadership,  fresh  ideas,  training  and  a  can  do  attitude  are  paramount 
to  the  skill  set  for  these  key  positions  in  our  organization. 

We  seek  agents  for  change  who  recognize  the  tremendous  potential  in  these  dynamic 
roles.  We  are  part  of  MediaNews  Group,  one  of  the  largest  newspaper  companies  in  the 
United  States.  These  positions  are  based  in  Lowell,  Massachusetts.  We  offer  an  excellent 
compensation  and  benefit  package.  Please  send  resume,  cover  letter  and  salary  require¬ 
ments/history  to: 

The  Sun 

Attn.  Janice  Berry 

15  Kearney  Square,  Lowell,  MA  01852 
E-mail:  jberry@lowellsun.com 


CLASSIFIED  ADVERTISING  MANAGER 

Eagle  Publications  has  a  unique  opening  for  a  Classified  Advertising  Manager.  He  or  she  will 
manage  Classified  Advertising  for  our  six  newspaper  Classified  network. 
This  includes  The  Eagle  Times,  The  Connecticut  Valley  Spectator,  The  Argus-Champion, 
The  Villager,  The  Message,  The  Weekly  Flea,  and  our  new  online  websites. 

We  are  located  in  a  beautiful,  rural  New  England  setting  with  skiing  and  great  outdoor 
sports.  We  offer  a  total  of  85,854  circulation  with  one  advertising  insertion,  reaching 
nearly  200,000  readers.  The  successful  candidate  will  demonstrate  strong  hands-on 
sales  leadership  skills  through  hiring,  training,  coaching  and  excellent  motivational  skills. 
Also  essential  is  developing  market  strategies,  monitoring  performance  and  possessing 
strong  communication  skills.  The  ideal  candidate  may  be  number  two  or  three  in  a  Clas¬ 
sified  Operation  and  possess  successful  management  skills.  We  offer  an  attractive  com¬ 
pensation  and  benefit  package.  Interested  candidates  should  mail  or  e-mail  cover  letter 
and  resume  to: 

Eagle  Publications,  kic. 

Advertising  &  Marketing  Director 
401  River  Road,  Claremont,  NH  03743 
E-mail:  clyde@eagletimes.com 


CLASSIFIED  ADVERTISING  MANAGER 

The  Blade,  the  Pulitzer-prize  winning  newspaper  serving  northwestern  Ohio  and  south¬ 
eastern  Michigan,  is  seeking  an  aggressive,  motivated  sales  manager  to  lead  our  classified 
sales  team  of  40  employees.  We  are  looking  for  a  strategic  thinker  with  a  proven 
track  record  of  revenue  growth  and  relationship  building. 

The  ideal  candidate  will  have  demonstrated  success  in  advertising  management,  strong 
and  effective  communication  skills  and  possess  top-notch  team  leadership  capabilities, 
including  online  marketing  initiatives.  Responsibilities  include  managing  the  inside  and 
outside  sales  divisions.  This  position  will  assess  the  competitive  market  and  be  account¬ 
able  for  managing  revenue  and  expenses  for  a  multitude  of  classified  related  initiatives 
and  products.  A  college  degree  in  advertising  or  marketing  or  similar  work  experience  is 
required.  We  offer  a  competitive  salary,  bonus  and  benefit  program  including  a  401(k) 
plan.  Please  submit  cover  letter,  resume  and  salary  history  electronically  via  E-mail  to: 
HR@toledoblade.com 
The  Blade 

Human  Resources  Department 
541  N.  Superior  Street 
Toledo,  Ohio  43660 


RETAIL  ADVERTISING  MANAGER 

Looking  for  an  aggressive,  motivated  person  with  at  least  two  years  newspaper  manage¬ 
ment  experience  who  is  passionate  about  selling.  Responsibilities  include  sales  to  major 
accounts,  supervision  of  niche  product  development,  coaching  several  sales  teams  and 
overseeing  on-line  media  sales.  19K  Idaho  daily.  If  you  are  looking  for  a  great  lifestyle 
and  want  to  be  close  to  the  great  outdoors,  this  position  is  for  you.  Brand  new  state  of 
the  art  printing  facilities.  If  interested,  send  your  resume  in  confidence  to,  Dirk 
Poe,  Director  of  Advertising,  Idaho  State  Journal,  P.O.  Box  431,  Pocatello,  Idaho 
83204  or  E-mail  to:  dpoe@ioumalnet.com.  Nc  phone  calls,  please. 


ZONE  MANAGER 

Live  and  Work  in  the  Tampa  Bay  Area 

The  St.  Petersburg  Times,  Florida’s  largest  and  best  newspaper,  is  seeking  a  Zone  Man¬ 
ager  in  our  Home  Delivery/Circulation  Department.  Responsibilities  include:  initiating  ef¬ 
fective  plans  in  collaboration  with  staff  that  meet/exceed  company  service  standards,  cir¬ 
culation  growth  objectives,  subscriber  retention  goals  and  product  control  methods;  man¬ 
aging  delivery  center  and/or  district  operations  as  team  leader  in  a  dynamic  collaborative 
environment;  overseeing  all  administrative  processes  related  to  contract  management; 
managing  relationships  with  customers,  staff,  and  public  with  the  highest  levels  of  integrity, 
respect  and  urgency. 

Requirements:  Demonstrated  ability  to  manage,  motivate  and  counsel  staff  in  matters  of 
performance  management,  discipline  and  staff  development;  knowledge  of  relationships 
with  independent  contractors  for  purposes  of  creative  negotiations,  contract  management, 
problem  solving  and  collaboration  with  managers;  accounting/math  skills 
necessary  for  budgeting  and  analysis;  basic  research  skills  to  aid  gathering  data  and  ana¬ 
lyses;  ability  to  lead  meetings  and  make  presentations;  ability  to  handle  wide  public  contact. 
Effective  written  and  verbal  communication  skills  are  essential.  Planning,  organizing  and 
time  management  skills  are  important.  PC  skills  (Excel,  Word,  email)  are  critical. 
Access  and  PowerPoint  skills  are  helpful.  This  position  offers  a  competitive  salary  and  a 
comprehensive  benefits  package  with  many  benefits  effective  on  date  of  hire.  For  con¬ 
sideration  please  apply: 

E-mail:  resumes@sptimes.com 
The  St.  Petersburg  Times 
490 1st  Avenue  South,  St.  Petersburg,  FL  33731 


CIRCULATIDN  DIRECTDR 

The  Pocono  Record  is  seeking  a  creative,  marketing-oriented  individual  to  grow  home  de¬ 
livery  and  single  copy  sales  at  our  seven-day,  morning  newspaper.  We  are  a  20,000  cir¬ 
culation  daily  (27,000  Sunday)  serving  beautiful,  fast  growing  Monroe  Counly  in  the 
Pocono  Mountains.  Qualified  applicants  will  have  proven  leadership  experience,  and  the 
ability  to  organize  and  implement  successful  marketing  and  promotion  programs. 

You  should  be  able  to  drive  single  copy  sales  through  innovative  partnerships  and 
creative  sales  initiatives,  while  also  managing  effective  service  and  retention  efforts.  We 
offer  a  competitive  compensation  package.  The  Pocono  Record  is  owned  by  Ottaway 
Newspapers,  Inc.,  a  division  of  Dow  Jones.  Please  send  a  resume  and  cover  letter  to: 
Carey  Sheaffer,  Human  Resources  Manager,  Pocono  Record,  511  Lenox  St., 
Stroudsburg,  PA  18360  or  E-mail:  csheafter@poconorecord.com. 


SINGLE  COPY/RETAIL  SALES  MANAGER 

The  Gazette,  Colorado  Springs'  95K  plus  daily  newspaper,  is  seeking  a  Single 
Copy/Retail  Sales  Manager.  The  position  reports  to  the  Vice  President  of  Circulation  and 
is  responsible  for  building  circulation  volume  and  revenue.  This  individualis  responsibilities 
include  directing,  planning  and  control  of  single  copy  operations,  retail  sales  development, 
third  party  programs,  and  circulation  marketing  and  promotional  programs. 

This  individual  should  have  a  minimum  of  three  years  circulation  management,  sales  man¬ 
agement,  marketing  or  advertising  management  experience.  Thorough  knowledge  of 
ABC  regulations  and  compliance,  strong  customer  service  skills  and  extensive  under¬ 
standing  of  circulation  operations  are  required.  The  Gazette  offers  excellent  benefits  in¬ 
cluding  paid  vacation  and  holidays;  health,  dental  and  vision  insurance;  pension  and 
401(k)  plans.  Please  mail,  FAX,  or  E-mail  cover  letter  and  resume  to: 

The  Gazette 
Attention:  Bruce  Ullom 

30  S.  Prospect  Street,  Colorado  Springs,  CO  80903 
FAX:  (719)  636-0137  E-mail:  bullom@gazette.com 


VICE  PRESIDENT  OF  CIRCULATION 

Enterprise  NewsMedia,  LLC  is  seeking  a  circulation  professional  to  lead  our  South  of  Bos¬ 
ton  Massachusetts  dailies.  The  Patriot  Ledger  (Quincy)  and  The  Enterprise  (Brockton) 
with  a  combined  circulation  of  92,000  daily  and  112,000  weekends  are  located  in  a  very 
competitive  New  England  market. 

We  are  looking  for  a  circulator  with  outstanding  sales,  service,  communication  and  mar¬ 
keting  skills  to  join  our  team.  The  ideal  candidate  will  hold  a  bachelor’s  degree  or  higher 
and  have  at  least  five  years  experience  leading  a  circulation  department.  Successful 
management  in  a  union  environment  and  metro  market  is  a  must.  We  offer  competitive 
salary,  bonus,  benefit  and  401(k)  plan.  Please  send  cover  letter,  resume  and  compensa¬ 
tion  expectations  to: 

Enterprise  NewsMedia  LLC 
Human  Resources  Manager 
P.O.  Box  699159,  Quincy,  MA.  02269-9159 
Or  E-mail:  cpapile@ledger.com 
EOE 
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CIRCULATION  DIRECTOR 

New  England  Newspapers,  Inc.,  a  cluster  of  daily  and  weekly  newspapers,  serving  Southern 
Vermont  and  Western  Massachusetts  is  seeking  an  experienced  Circulation  Director 
to  manage  and  lead  our  sales  and  marketing  efforts  in  a  6-day  10,000  circulation  daily 
newspaper.  Candidates  should  have  proven  experience  managing  a  small  size  circulation 
department,  a  working  knowledge  of  ABC  rules  and  a  solid  competitive  sales  and  marketing 
techniques. 

Our  Circulation  Directors  are  an  integral  part  of  the  total  management  team  and  must 
come  with  the  knowledge  and  willingness  to  participate  in  every  aspect  of  our  operation. 
We  are  a  Medianews  Group  Newspaper  Company  and  offer  competitive  salary  and  benefits. 
To  apply,  email  a  cover  letter  including  salary  requirements  (this  is  a  must),  and  resume  to: 

jwhittington@berkshireeagle.com 

James  Whittington 
Vice  President  of  Circulation 
New  England  Newspapers,  Inc. 

75  South  Church  Street 
Pittsfield.  MA  01201 


HOME  DELIVERY  MANAGER 

The  Sun  News  in  beautiful  Myrtle  Beach,  SC  is  recruiting  for  a  Home  Delivery  Manager. 
This  position  is  responsible  for  all  areas  of  home  delivery  circulation.  The  functions  of 
this  job  consists  of  sales,  service,  collections,  budgeting,  planning,  hiring  and  development 
of  home  delivery  personnel.  Duties  include:  achieving  budgeted  circulation  growth, 
service  and  customer  satisfaction  goals,  personnel  management  and  development,  team 
building,  implementation  of  new  programs  to  enhance  home  delivery  growth,  and  respon¬ 
sibilities  for  Circulation  communications. 

Education  and  experience:  College  degree  preferred.  Minimum  of  2  years  circulation  ex¬ 
perience  and  management  experience,  customer  service  orientated,  must  have  the 
ability  to  handle  pressure  and  changing  work  environment,  and  be  self-motivated.  Must  be 
proficient  in  Microsoft  office  and  the  ability  to  learn  job  specific  software.  The  Sun  News  is 
part  of  Knight  Bidder  a  communications  company,  which  owns  31  daily 
newspapers  throughout  the  United  States.  There  are  opportunities  for  advancement,  ex¬ 
cellent  healthcare  package,  401(k)  and  stock  purchase  available.  Please  send  resume  to: 

E  mail:  hr@thesunnews.com  Or  FAX  to  (843)  444-1737 


PROFESSIONAL 

DOORCREW 

The  fastest  growing  newspaper  in 
South  Florida  is  seeking  a  professional 
door  crew  to  sell  home  delivery  subscrip¬ 
tions  in  the  fastest  growing  market  in 
the  USA! 

Come  get  out  of  the  cold.  Great  incen¬ 
tives,  commissions  and  bonuses  not  to 
mention  the  WARM  CLIMATE. 

For  more  information,  please  contact 
Patrick  Touhey  at:  (561)  243-6658 

ptouhey@sun-sentinel.com 


EDITORIAL 


Republican-American,  a  Connecticut 
based  Daily/Sunday,  seeks  a  metro  re¬ 
porter  with  daily  experience,  record  of 
enterprise  and  spot-news  reporting. 

Competitive  news  area  offering  chance 
to  grow,  excel.  Cover  breaking  news,  en¬ 
terprise. 

Please  E-mail  resume  and  clips  to  City 
Editor  Steve  Green  at: 

sgreen@rep-am.com 

Equal  Opportunity  Employer 


EDITORIAL 


TTTTTTrrTTTrr^TTTT^T? 


The  Island  Packet,  a  McClatchy  Co.  newspaper  serving  Hilton  Head  Island,  S.C.,  needs  a 
managing  editor.  We  want  someone  who’s  enthusiastic  about  community  journalism,  who 
has  vision  and  who’s  comfortable  doing  it  all:  supervising  section  editors,  editing  daily 
stories  and  projects,  recruiting  staff  and  meshing  newsroom  operations  with  online  initia¬ 
tives. 

The  Packet  has  been  recognized  regionally  and  nationally  as  a  high-quality  newspaper. 
It’s  located  in  a  beautiful  and  robustly  growing  area.  To  apply,  please  E-mail  a  one-page 
cover  letter  and  a  one-page  resume  to: 

Fitz  McAden,  Executive  Editor,  at:  fmcaden@islandpacket.com 
No  phone  calls,  please. 


www.editorandpubllsher.com 
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DIVISION  MANAGER 

Come  GROW  With  Us!  We  are  searching  for  individuals  who  support  our  values.  We  believe 
that  CUSTOMERS  always  come  first,  QUALITY  is  our  foundation  for  success,  PEOPLE  are 
our  greatest  resource,  JOURNALISTIC  EXCELLENCE  is  our  commitment  to  our 
readers,  and  that  our  workplace  fosters  a  spirit  of  TEAMWORK. 

The  San  Diego  Union-Tribune  seeks  an  experienced  Division  Manager  to  join  our  Circulation 
team.  The  ideal  candidate  will  Supervise  and  manage  all  aspects  of  the  Home  Delivery  de¬ 
partment.  This  includes  responsibility  tor  circulation,  market  penetration, 
customer  service,  retention,  revenue,  and  Collections.  Motivate  a  diverse  team  of  em¬ 
ployees  and  distributors/carriers  to  excellence  and  provide  resources  to  them  to  accom¬ 
plish  their  goals.  Eliminate  the  status  quo  and  recognize  changes  in  the  marketplace  to 
capitalize  on  opportunities  to  grow  this  aspect  of  our  business. 

Qualified  candidates  must  possess  strong  coaching  and  leadership  skills  in  directing  the 
work  of  others,  coordinating  resources/group  activities  and  making  evalua¬ 
tions/recommendations  of  the  performance  of  the  work  unit.  Strong  analytical  skills  and 
problem-solving  abilities  required.  Ability  to  make  critical  decisions,  organize  workflow 
and  delegate/prioritize  activities  in  a  deadline-driven  and  fast-paced  environment  necessary. 
College  degree  or  equivalent  preferred.  Minimum  of  five  years  experience  in  a  customer 
service  environment.  Experience  managing  data,  sales,  and  retention  programs.  Experi¬ 
ence  working  with  Advertising  and  Promotions  departments.  Negotiate  contracts  and 
manage  outside  contractors.  Working  knowledge  of  Microsoft  Office  Suite.  Ability  to 
multi-task  and  meet  deadlines.  Strong  organizational  and  communication  skills  required. 
We  are  proud  to  offer  an  excellent  benefits  package  to  our  employees,  which  include 
medical,  dental,  vision,  life  insurance,  401  (k),  retirement,  tuition  assistance  and  more. 
You  may  submit  your  resume  and  salary  requirements  by  applying  online  or  sending  your 
resume  to: 

Human  Resources  Dept. 

Job  #10(M)5/CNLP 

P.O.  Box  120191,  San  Diego,  CA  92112-0191 
Or  E-mail  to:  ut.jobs@uniontrjb.com 
An  Equal  Opportunity  Employer 
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Arts  &  Entertainment,  The  Orange  County  Register  /  OCRegister.com,  Santa  Ana,  CA 
We  are  seeking  a  strong  and  energetic  editor  to  direct  arts  and  entertainment  coverage 
for  the  Orange  County  Register  and  its  Web  site,  OCRegister.com.  We  need  a  dynamic 
leader  to  manage  a  staff  of  entertainment  critics,  writers,  editors,  Web  editors  and  news 
assistants. 

This  editor  will  be  responsible  for  coverage  that  runs  in  sections  throughout  the  Register, 
including  Al,  and  managing  daily  A&E  pages,  weekly  sections  and  online  coverage.  In  ad¬ 
dition  to  being  a  topmotch  manager  and  editor,  the  successful  candidate  will  have  excellent 
collaboration,  communication  and  coaching  skills  and  will  be  comfortable  working 
with  people  from  all  departments.  Minimum  four  years  editing/management  experience 
required.  We  are  committed  to  diversity  in  our  products  and  in  our  newsroom. 

If  you  are  interested,  please  send  a  cover  letter,  resume  and  samples  of  your  best  work 
to  Terry  Moore,  deputy  editor  for  features  and  online.  E-mail: 

tmoore@ocregister.com 


The  Rocky  Mountain  News  is  a  politically  independent  voice  that  has  supported  Republicans 
and  Democrats  alike  for  office.  Its  views  generally  fall  on  the  conservative/libertarian  side 
of  the  spectrum.  We  seek  an  editorial  writer  who  is  comfortable  with 
this  approach,  and  who  is  equally  at  home  expressing  positions  on  local,  national  and  in¬ 
ternational  issues.  We  value  original  thought  expressed  in  lively,  intelligent  prose.  The 
News  is  a  perpetual  award-winner  with  a  historic  identity,  serving  one  of  Americais  most 
spectacular  regions  and  most  competitive  markets. 

If  you  are  ready  for  a  stimulating  next  step  in  your  career  as  an  opinion  journalist,  send 
your  resume,  salary  history  and  10  editorials  you  have  authored  on  a  variety  of  local,  na¬ 
tional  and  international  subjects  to:  Vincent  Carroll,  Editor  of  the  Editorial  Page, 
Rocky  Mountain  News,  100  G^  Amole  Way  Denver,  CO  80204. 
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EDITORIAL  SYSTEMS  SPECIALIST 

New  York  Daily  News  is  looking  for  a  techno-functional  candidate  to  provide  editorial  pub¬ 
lishing  systems  expertise.  The  candidate  will  report  to  IT  and  act  as  a  liaison  between  IT 
and  the  Editorial  Department. 

Should  possess  5-t-  years  experience  of  editorial  publishing  and  related  application  and  sys¬ 
tems  skills;  preferably  with  the  Unisys  Hermes  System.  Should  possess  significant 
knowledge  with  Editorial  workflows,  interfaces  (page  makeup,  prepress),  Adobe 
Indesign/Incopy.  Should  manage  projects  and  have  solid  communications  skills.  Please 
send  resume  to; 

E-mail:  jobs@nydaHynews.com  FAX:  (201)  946-7042  (Attn.  Celiday) 


The  Bangor  Daily  News,  a  daily  newspaper  serving  eastern  and  northern  Maine,  must  fill 
one  of  the  paper’s  most  challenging  statewide  beats.  The  successful  applicant  for  envi¬ 
ronmental  writer  will  have  strong  organizational  and  communication  skills  with  the  ability 
to  cover  a  broad  range  of  topics  dealing  with  natural  resources  and  outdoor  recreation, 
from  fisheries  to  forestry,  pollution  to  sprawl,  wildlife  to  wind  power.  The  reporter  must 
be  equally  comfortable  interviewing  and  writing  about  environmentalists  and  industrialists, 
animal  activists  and  hunters  and  be  able  to  cover  controversial  issues  in  a  fair  and  balanced 
manner. 

He/she  will  be  based  in  Bangor,  but  will  be  required  to  monitor  the  appropriate  state 
agencies  and  legislative  committees  in  Augusta  and  to  write  about  policy  making  decisions 
and  regulations  that  affect  our  readers.  The  reporter  must  be  adaptable  and  able 
to  write  clearly,  concisely  and  accurately  both  with  breaking  deadline  news  and  with  more 
in-depth,  analytical  pieces.  Send  a  cover  letter  and  resume  to:  Bangor  Daily  News, 
Humm  ^source  Department,  PO  Box  1329,  Bangor,.  ME  04402-1329, 

FAX:  (207)  9906024  E-maH:  jholmes@bangordailynews.net. 


EDITOR 
Art  Jewelry  Magazine 

Outstanding  opportunity  to  direct 
the  growth  of  a  beautiful  bimonthly 
magazine.  Position  requires  at  least 
two  years  seniof-level  editorial  experi¬ 
ence,  preferable  on  a  consumer  how-to 
magazine.  Seeking  individual  with  a 
degree  in  English  or  Journalism,  strong 
management  skills,  and  a  passion  for 
artisanal  jewelry. 

We're  located  in  a  beautiful  western 
suburb  of  Milwaukee,  Wl  and  offer 
excellent  benefits,  including  reloca¬ 
tion  assistance.  Candidates  should 
submit  writing  samples,  resume,  cover 
letter  detailing  craft  and  editorial 
experience,  AND  SALARY  REQUIRE¬ 
MENTS  to:  Kalmbach  Publishing  Co, 
Attn:  Human  Resources,  AJM-EP-1, 
21027  Crossroads  Circle,  P.O.  Box 
1612,  Waukesha,  Wl  53187-1612. 
FAX:  262-796-0739.  E-mail:  hr# 
lialmbach.com.  Websites:  kalmbach. 
com  A  artiewelrymag.com  EOE 


Sometimes  our  light  goes  out  but  is 
blown  into  Home  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


COPY  EDITOR 

The  Gardner  News  is  seeking  a  full-time 
copy  editor  for  our  six  day  daily.  The 
qualified  candidate  will  have  two  to  five 
years  of  experience  as  a  copy/layout  edi¬ 
tor,  with  the  demonstrated  abilities  of 
producing  well  designed  and  pages  to¬ 
gether  with  tightly  edited  stories. 

The  person  we  are  seeking  to  fill  this  piv¬ 
otal  position  must  have  a  thorough  com¬ 
mand  of  AP  style,  Photoshop,  and 
QuarkXPress.  Qualified  candidates  are 
invited  to  send  a  cover  letter,  resume 
and  tearsheets  of  layouts  and  writing 
samples  to: 

Alberta  Saffell  Bell,  Publisher 
The  Gardner  News,  Inc. 

309  Central  Street 
P.O.  Box  340 
Gardner,  MA,  01440 
FAX:  (978)  630-1346 
E-maH: 

Albertabell@thegardnemews.com 


Agence  France-Presse  is  seeking  a 
FreneWanguage  reporter  to  work  in  its 
New  York  bureau.  Applicants  should 
have  at  least  three  years  experience  writ¬ 
ing  in  French  about  equity,  foreign  ex¬ 
change  and  oil  markets.  The  position  is 
available  immediately.  Applications  with 
a  short  CV  and  cover  letter  should  be 
sent  to: 

Francis  Kohn 

E-maH:  francis.kohn@afp.com 
And 

Christophe  Vogt 

E-maH:  christophe.vogt@afp.com 


SENIOR  EDITOR 

New  York  Spaces,  the  new  home  design 
magazine  covering  metro  New  York, 
seeks  a  senior  editor  who  can  make  his 
or  her  own  prose  sing  and  works  well 
with  freelance  writers. 

Ideal  candidates  will  be  able  to  craft  arti¬ 
cles  on  installations  by  major  designers, 
profiles  of  emerging  talent,  landscapes 
and  gardens,  and  product  reviews  on 
everything  from  the  latest  cooktops  to 
lacquered  furniture.  Pleasant  NJ  offices 
north  of  the  GWB.  Send  resume,  sample 
clips  and  a  cover  letter  with  salary  re¬ 
quirement  to:  FAX:  (201)  571-2255. 
Email:  hr@dowdenmedia.com  EOE 


PUSH  E-MAIL  EDITOR 

The  Las  Vegas  Review-Journal  is  looking 
for  a  person  to  edit  a  push  E-mail  version 
of  the  newspaper.  This  person  would 
need  excellent  editing  skills,  knowledge 
of  local  reader  interests,  and  be  techno¬ 
logically  savvy.  Must  also  be  a  news  junk¬ 
ie  with  interests  in  many  fields  and  either 
possess  some  programming  skills  or  the 
ability  to  learn  very  quickly. 

Send  cover  letter  and  resume  to: 
Thomas  Mitchell,  Editor,  P.O.  Box 
70,  Las  Vegas,  NV  89125. 
Preemployment  drug  screen  required. 
EOE. 


The  Las  Vegas  Review-Journal  is  looking 
for  an  editor  to  ramrod  a  new  slick  colle¬ 
giate  sports  magazine  focusing  on  athlet¬ 
ics  at  the  University  of  Nevada-Las 
Vegas.  Should  be  able  to  produce  10 
editions  a  year  using  freelance  writers 
and  university  resources. 

Send  resume,  clips  and  salary  re¬ 
quirements  to:  Jim  Fossum,  Sports 
Editor,  P.O.  Box  70,  Las  Vegas,  NV 
89125. 

Pre-employment  drug  screen  required. 

EOE. 


INFORMATION  SYSTEMS 


Top  editor  position  sought  for 
award-winning,  well  established  daily 
business  newspaper.  Ideal  candidate  will 
possess  strong  leadership  skills  and  a 
proven  track  record  in  managing  a 
newsroom. 

Responsibilities  include  overseeing 
newsroom  staff  and  editorial  content  for 
newspaper  and  many  ancillary  products 
as  well  as  building  base  with  local  busi¬ 
ness  community.  Competitive  salary  and 
excellent  benefits. 

Please  send  resume  to 

candice.davis@dolanmedia.com 


BUSINESS  REPORTER 

Republican-American,  a  Connecti¬ 
cut-based  daily/Sunday,  seeks  a 
business  reporter  with  daily  experience 
and  a  record  of  consistently  producing 
enterprise. 

Competitive  news  area  offering  chance 
to  grow,  and  excel.  Please  E-mail  re¬ 
sume,  cover  letter  to  Business  Editor  Da¬ 
vid  Krechevsky  at . 

dkrechevsky@rep-am.com 

Equal  Opportunity  Employer 


INFORMATION  SYSTEMS 


SENIOR  SYSTEMS  ANALYST 

Editorial  Systems  Support 

The  Editorial  Systems  Analyst  will  support  the  CCI  NewsDesk  system  and  related  third-party 
applications.  This  includes  maintenance  of  IBM  RS-6000s  and  Oracle  databases,  as 
well  as  configuration  and  integration  of  new  products.  Knowledge  of  newsroom 
workflows  and  systems  desired.  Experience  with  SUN/Solaris  is  also  a  plus.  We  offer  a 
work  environment  that  includes  business  casual  dress,  24-hour  Learning  Center,  comput¬ 
er-based  training,  on-site  cafeteria,  exercise  facility  and  much  more.  For  consideration  of 
either  of  these  position,  please  submit  your  resume  to: 

Jobs@oiiandosentinel.com 

(Please  reference  Source  Code:  EP-SSA8G  in  your  subject  line) 

Orlando  Sentinel  Communications 
Employment  Center,  633  N.  Orange  Avenue,  Orlando,  FL  32801 

EOE/Drug  Free  Workplace 
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APPLICATIONS  SPECIALIST 

Responsible  for  providing  application-level  support  to  users  of  the  Sentinelis  editorial 
and^r  advertising  systems.  Applications  specialists  assist  in  the  day-to-day  maintenance 
of  the  system,  and  configure  the  applications  for  new  print  and  online  products  and  stra¬ 
tegic  publishing  initiatives.  Qualified  candidates  will  have  experience  installing  and  config¬ 
uring  editorial  or  advertising  systems  for  the  publishing  industry.  Candidates  with  specific 
experience  supporting  the  NetLinx/SII  classified  system  or  CCI  NewsDesk  will  be  given 
primary  consideration. 

We  offer  a  work  environment  that  includes  business  casual  dress,  24-hour  Learning  Center, 
computer-based  training,  on-site  cafeteria,  exercise  facility  and  much  more. 

For  consideration  of  either  of  these  position,  please  submit  your  resume  to: 

Jobs@orlandosentinel.com 

(Please  reference  Source  Code:  EP-AS-SG  in  your  subject  line) 

Orlando  Sentinel  Communications 
Employment  Center 
633  N.  Orange  Ave. 

Oriando,  FL  32801 

EOE/Drug  Free  Workplace 


OPERATIONS 


OPERATIONS 


PACKING  AND  DISTRIBUTION  MANAGER 

Springfield,  VA 

The  Washington  Post  is  looking  for  an  experienced  professional  to  oversee  the 
Packaging  and  Distribution  Department.  You  will  manage  a  group  of  over  400  employees 
and  managers  in  the  inserting,  packaging  and  dispatch  of  all  newspaper  products.  The 
Mailroom  is  dynamic  and  fast  paced,  utilizing  state  of  the  art  production  equipment  in  a 
deadline  driven  environment.  The  department  operates  three  shifts  a  day,  seven  days  a 
week,  including  holidays,  and  is  composed  of  a  large  and  diverse  workforce. 

The  successful  candidate  will  have  at  least  10  years  of  experience  with  demonstrated 
success  in  operations  and  line  management.  The  position  requires  undergraduate  degree 
in  industrial  engineering,  mechanical  engineering,  or  related  field.  A  graduate  degree  in 
industrial  engineering  or  business  a  plus.  Experience  working  in  a  Produc- 
tion/ManufacturingAJnion  environment  is  also  highly  desirable. 

In  addition,  a  qualified  candidate  will  have  the  ability  to  develop  and  maintain  strong  rela¬ 
tionships  with  all  levels  of  management  and  employees,  outstanding  oral  and  written 
communication  skills,  strong  analytic  skills  bridging  tactical  and  strategic  levels,  a  high 
level  of  integrity,  and  solid  leadership  skills. 

Cl|e  TUosltington  |)o$t 

Attn:  Human  Resources  ■  P&D  Mgr  -  JL 
1150 15th  Street,  NW 
Washington,  DC  20071 

FAX:  (202)  912-3677  E-mail:  talentsearch@washpost.com 


PRESSROOM 


PRESSROOM 


PRESS  OPERATORS 

Full-Time 

We  are  looking  for  full-time  press  operators  to  work  for  a  stable,  established  company 
with  great  benefits.  We  need  people  with  high  school  diplomas,  GED,  or  equivalent;  5 
years  work  experience  in  a  commercial  or  newspaper  web  press  facility;  a  proven  record 
of  dependability  and  a  mechanical  aptitude.  Must  be  willing  to  work  nights,  weekends, 
overtime  as  needed  and  to  frequently  exert  up  to  50  lbs  of  force. 

We  offer  Cox  Newspaper  benefits: 

•  Medical/Dental  Insurance 

•  Pension  Plan 

•  401(k)  Program 
Austin  American-Statesman 

FAX:  (512)445-3883.  E-mail:  aa-sjobs@statesman.com 
EOE.  Pre-employment  Drug  Test  And  Background  Check  Required. 


www.editorandpubllsher.com 


MILWAUKEE 

JOURNAL  SENTINEL 

Jsonineucom 

OPEN  YOUR  WORLD 

DIRECTDR  OF  PRODUCTION  OPERATIONS 

The  Milwaukee  Journal  Sentinel,  Wisconsin's  largest  daily  newspaper  with  a  circulation  of 
434,000  on  Sunday,  seeks  a  hands-on  Director  of  Production  Operations  with  Production 
Management  experience. 

Summary  of  Job  Functions; 

This  highly  energized  person  leads  the  production  team  in  production  maintenance,  pro¬ 
duction  control  on  all  levels,  and  scheduling.  Directs  the  activities  of  supervisors  to 
attain  production  goals  consistent  with  cost,  quality,  and  delivery  requirements.  Acts  as 
a  member  of  the  senior  production  management  team  in  forecasting,  planning,  and  areas 
of  financial  responsibilities  related  to  production.  In  this  challenging  position,  this  manag¬ 
er/leader  will  work  with  highly  skilled  craftsmen  using  advanced  newspaper  production 
equipment  and  control  systems.  This  person  will  be  responsible  for  selecting  effective 
methods  for  establishing  accountability  and  building  consensus  pursuing  a  team-based 
management  approach.  This  position  requires  an  open  mind  and  the  ability  to  promote 
change. 

Essential  Qualifications: 

•  Bachelor's  Degree  (Operations/Printing-Packaging/Business  preferred). 

•  10  to  15  years  in  manufacturing  management  performing  varied  functions  within  manu¬ 
facturing  (printing/packaging  production  operations  preferred). 

•  Proven  understanding  of  and  ability  to  drive  metrics  in  productivity,  quality,  inventory, 
and  service. 

•  Familiar  with  Operational  Finance. 

•  Ability  to  work  with  individuals  at  all  levels  of  the  organization  to  motivate  for  results. 

•  Excellent  communication,  interpersonal  and  team-building  skills. 

•  Demonstrated  analytical  and  quantitative  problem-solving  skills. 

Journal  Sentinel  Inc.  offers  a  competitive  benefits  package,  including  stock  ownership, 
401  (k),  paid  vacation  and  tuition  reimbursement.  Interested  candidates  please  send  re¬ 
sume  and  cover  letter,  including  salary  requirements,  to: 

Journal  Sentinel  Inc. 

Human  Resources  Departinent 
333  West  State  Street 
Milwaukee,  Wl  53203 
FAX:  (414)224-2897 
E-mail:  hr^nwis.com 
Equal  Opportunity  Employer 


PRODUCTION/TECH 


PRODUCTION/TECH 


VICE  PRESIDENT  OF  PRODUCTION 

Seeking  an  experienced  production  leader  to  oversee  all  manufacturing  operations  for 
their  growing  suburban  newspaper  group.  This  person  will  serve  as  senior  production  ex¬ 
ecutive  for  two  mid-sized  daily  newspapers  and  an  expanding  group  of  suburban 
weeklies.  Responsible  for  day-to-day  activities  of  press  and  mail  functions  along  with 
long-term  strategic  direction  for  the  production  department.  The  ideal  candidate  must 
possess; 

•  Broad  experience  in  newspaper  production,  including  management  of  a  daily 
newspaperis  production  operations. 

•  Experience  managing  a  newspaper  production  operation  through  the  installation  of 
new  presses  and  other  production  technology 

•  Track  record  of  outstanding  leadership  and  for  setting  high  standards  for  production 
managers  and  employees. 

•  Successful  experience  managing  a  union  workforce. 

Qualified  candidates  should  send  a  resume  and  cover  letter  with  salary  requirements  to: 

Enterprise  NewsMedia,  LLC 
Human  Resources  Manager 
4(X)  Crown  Colony  Drive 
Quincy,  MA  02169 
Or  E-mail:  cpapile@ledger.com 

As  an  Equal  Opportunity  Employer,  we  encourage  minorities  to  apply 
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PUBLISHER 
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ORDER  NOW 

$299*  Print/$499  Online 
Call  800-562-2706  or  go  online  at 

vrww.CMlweek.com/direcfiories 


COMPLETE  LISTINGS 

•  Advertising  Agencies 

•  PR  Firms 

•  Media  Buying  Services 

•  Multicultural  Media  ~  Radio,  Television, 

Cable  Networks,  Magazines, 
Daily/Weekly  Newspapers 

•  Brand  Marketers  with  Multicultural 

Marketing  Programs 


.  •  MEDIAWEEK 


*Plus  $15  shipping/handling  and  appropriate  sales  tax  in  NY,  CA,  TN,  MA,  IL,  NJ,  PA,  OH,  VA  and  DC. 


the  next 


idea 


east 


THE  FUTURE  OF 
BRANDED  ENTERTAINMENT 


harnessing  the  power  of  movies,  television,  music,  sports  and  games 

vmw.thenextbigidea.com 

Returns  to  New  York 

October  1 9,  2005  •  Grand  Hyatt  New  York 


FEATURED  SPEAKERS; 


MITCH  DAVIS  PATRICK  DODDY  CHRIS  EAMES  DR.  HENRY  JENKINS  SUSAN  JUREVICS  DR.  JIM  TAYLOR 

CEO  VP/PubIk  Relations  and  SVP/Sporis  &  Enteriainment  Director  VP/Corporate  Marketing  Futurist  and  Vice  Chairman 

Massive  Event  Marketing  Sponsorship  &  Marketing  MIT  Comparative  Sony  USA  The  Harrison  Group 

Armani  Exchange  TBS  &  TNT  Media  Studies 


HAMETA.WAn 

CEO 

NextMedium 


Register  early 
and  save! 
Log-on  today. 


CONFERENCE  HIGHLIGHTS 


Creating  integrated  marketing  campaigns 
that  ring  true  with  customers 
A  retrospective  on  Branded  Entertainment  - 
great  ideas  from  the  past  that  come  alive  today 
Using  celebrities  to  market  brands 
The  power  of  video  games 


Where  do  great  ideas  come  from  and 
how  do  you  execute  them? 

How  do  you  make  and  measure  deals? 

Plus  special  guest  keynote  presentations, 
meals,  a  National  CineMedia  screening  lounge, 
networking  opportunities,  and  much  more. 


^NATIONAL, 

cinemedia 


Primary  Sponsors 

manatt 

manatt  |  phelps  |  phillips 


Associate  Sponsor 

BdnDQDlIBB 

Insightful  interviews  anywhere. 
No  travel  costs. 


Hosted  by 

amm  mum  MBHMEH  Billboad  Tsmessnss 


ti 

Nielsen 

Entertainment 


in  association  with 

NYUtSTERN 


To  register  or  for  agendo  updates,  visit  v/vw.thenextbigidea.com  or  coll  646.654.5169 
For  sponsorship  information,  contact  Linda  D'Adamo,  ldadamo@vnubusinessmedia.com 


{continued  from  page  72}  by  Dave  Luther. 
“Now,  here  we  are  working  again  with  Dave 
Luther,”  Stewart  says.  “He  does  good  work, 
and  is  easy  to  work  with.”  A  cofounder  of 
Baseview  Products,  Luther  left  the  merged 
Harris  &  Baseview  four  years  ago  for  consult¬ 
ing.  Clients  included  WoodWing,  which  he 
joined  earlier  this  year  as  operations  vice 
president  at  Detroit-based  WoodWing  USA. 

CS2,  ¥fith  or  ¥fithoiit  database 

Data  systems  is  implementing  a  CS2-based 
system  for  200-plus  seats  in  the  newsrooms 
and  three  bureaus  with  Tl  access.  According 
to  Stewart,  Adobe  provides  superior  support 
and  reasonable  pricing,  especially  at  sites 
already  using  component  applications. 

“We  made  quite  a  bit  of  progress  on  the 
MySQL  database  side,”  says  Stewart,  adding 
that  “we  still  will  use  Novell  for  flat  file”  — 
which  runs  on  Suse  Linux,  specified  almost 
a  year  and  half  ago  at  the  project’s  start. 
Duran  says  it  offers  low  cost  and  reliability 
(in  avoiding  viruses,  for  example).  MySQL 
is  “more  pared  down”  than  an  Oracle  system, 
he  adds,  “but  it  meets  our  needs.” 

The  new  system  is  part  of  an  overall  con¬ 
version  to  PDF,  says  Duran.  On  the  back  end, 
the  JOA  adopted  Agfa  violet  photopolymer 
platesetting  last  year  and  installed  Prolmage 
News  Way  production  workflow. 

Plans  for  the  new  system  “started  right  at 
the  time  that  Creative  Suite  came  out”  in 
2003,  Duran  says.  Meanwhile,  advertising 
converted  to  a  PDF  workflow  and  Olive  Soft¬ 
ware  was  chosen  for  archiving.  Albuquerque 
found  that  Olive  did  a  good  job  of  extracting 
stories  from  PDF,  and  the  publisher  liked  its 
electronic  version  of  a  printed  daily.  “We’re 
about  two  months  late”  with  the  editorial 
system,  says  Duran,  because  a  decision  was 
made  halfway  into  the  project  to  implement 
Olive’s  ActivePaper  Daily  and  Archive,  in  op¬ 
erations  separate  from  the  papers’  Web  sites. 

To  be  publicly  available,  ActivePaper  Daily 
was  soft  launched  internally.  Looking  for  all 
possible  problems,  says  Pitsford,  “we  stress- 
test  everything  before  it  goes  out.”  The 
archive  is  for  in-house  use,  but  at  some  time 
“we  may  put  it  out  to  the  world,”  Pitsford  says. 

Another  reason  for  delay:  Adobe’s  CS2  an¬ 
nouncement.  Duran  calls  the  improved  Ver¬ 
sion  Cue  with  Bridge  software  “the  biggest 
reason”  CS2  was  considered.  Bridge  makes 
moving  between  applications  “almost  seam¬ 
less,”  he  says,  and  “with  Version  Cue  you  can 
separate  your  departments”  —  news,  sports, 
features,  and  others.  “This  is  the  way  we  do  it 
now.  So  why  not  do  it  electronically?” 

Steweirt  says  designing  everything  around 
a  “project”  was  appealing,  because  a  project 
may  represent  a  newspaper  section,  bringing 


eveiytbing  for  that  section  into  one  folder, 
while  Version  Cue  “tracks  all  the  versioning.” 

Though  CS  supports  project  workgroups 
of  only  10  to  15  people,  at  many  papers  that’s 
about  the  number  of  staffers  working  on 
each  section.  Bridge  security  controls  cross- 
section  access.  He  also  points  to  safety  in  the 
set-up,  because  any  problem  project  will  not 
affect  anything  else.  In  contrast,  “if  a  data¬ 
base  goes  down,  you’re  toast,”  Stewart  says. 

“It  would  be  a  lot  less  expensive  to  just  stay 
with  Adobe,”  says  Duran.  It  also  would  mean 
far  less  downtime  for  systems  housekeeping, 
adds  Stewart.  Still,  WoodWing  is  releasing 
SmartConnections  4.1  for  Creative  Suite  2. 

Whereas  sections  remain  separate  using 
CS2  alone,  all  are  logether  and  tracked  in  a 
database,  which  affords  reporting  and  other 
advantages  if  staffers  have  the  know-how. 
Using  only  the  CS2  file  system,  Duran  says, 
“it’ll  be  quite  a  bit  more  difficult  to  adminis¬ 
ter  all  the  projects  that  sit  on  workstations” 


Albuquerque’s  only  agreement  with  Wood¬ 
Wing  “is  on  price  structure,  if  we  decide  to 
buy  their  software,”  says  Stewart.  Its  choice  of 
SmartConnection  was  publicized  in  March, 
but  within  days  Adobe  announced  CS2. 

Discerning  where  Adobe’s  functionalities 
end  and  WoodWing’s  begin  isn’t  always  easy, 
especially  since  the  enhancements  of  CS2. 
Some  of  these  improvements  resemble 
WoodWing  capabilities  —  for  example,  says 
Duran,  some  SmartLayout  functions.  Pits¬ 
ford  called  CS2’s  Version  Cue  and  Bridge 
“quite  shocking.”  Stewart  was  “really  sur¬ 
prised”  by  the  advances.  And  with  changes 
WoodWing  and  his  group  were  working  on, 
he  says,  it  was  almost  as  if  Adobe  had  some¬ 
one  on  the  inside. 

Becker  isn’t  surprised.  Adobe  is  always  im¬ 
proving,  he  says,  which  pushes  plug-in  devel¬ 
opers  to  do  more.  Many  “features  that  we  do 
so  well  Adobe  has  been  developing,”  he  adds, 
naming  Bridge,  element  sheets,  and  styles  as 


than  if  a  database  is  avail 


able.  To  segregate  the 


examples.  Though  well-suited  for  many 


smaller  users,  “they’re  not  nearly  as  robust  as 


—  BILL  ROSENBLATT/GiantSteps  Media  Technology  Strategies 


competing  dailies’  content  using  Version 
Cue,  each  newsroom  would  occupy  is  own 
network  segment,  unable  to  “see”  the  other; 
using  a  SmartConnection  database,  two  in¬ 
stances  would  run  on  the  same  hardware. 

A  decision  on  WoodWing’s  SmartConnec¬ 
tions  Enterprise  may  be  made  this  month, 
soon  after  CS2-based  production  of  special 
sections  begins.  SmartLayouts  also  will  be 
considered,  and  SmartStyles  are  “required 
no  matter  which  way  we  go,”  Stewart  says. 

So  far,  SO  good 

Duran  says  WoodWing  “has  done  a  lot  of 
work  for  us”  already,  such  as  adding  fields  for 
easier  status  tracking  as  stories  pass  through 
four  nightly  editions  and  four  zoned  sections. 
Among  WoodWing’s  enhancements,  he  cites 
remote  and  Web-based  functionality  (Albu¬ 
querque  wants  browser-based  story  submis¬ 
sion)  and  creation  of  multiple  copies  in 
SmartLayout  that  can  be  placed  in  InDesign. 

But  Duran’s  team,  too,  has  done  a  lot  with 
SmartConnection,  customizing  it  using  PHP, 
according  to  WoodWing  Regional  Sales 
Director  Patrick  Becker.  Also  used  for  the 
papers’ Web  sites,  which  converted  from  a 
Netscape  server  to  Apache,  the  PHP  lan¬ 
guage  widely  used  to  access  databases  in 
search  queries,  says  Pitsford,  can  be  used  to 
create  programs  for  almost  any  purpose. 


what  we  offer,”  says  Becker.  Most  users,  he 
says,  will  need  SmartStyles  and  SmartLayout. 

But  while  the  Pro  and  Enterprise  versions 
will  remciin,  WoodWing  will  not  rerelease  its 
SmartConnection  Light.  “They’ve  caught  up,” 
Becker  says  of  Adobe. 

At  the  high  end,  “we’re  looking  at  running 
1,200  to  1,400  users  off  of  one  box,”  he  adds. 
“We  will  see  shortly  the  entire  Adobe  Cre¬ 
ative  Suite  brought  under  the  Smart  Connec¬ 
tion  Enterprise,”  he  predicts,  calling  it  “the 
natural  progression  of  workflow.”  * 

A  few  things  remain  unclear  for  Albuquer¬ 
que.  Though  not  in  the  works  right  now, 
Duran  says,  one  is  how  the  new  system  will 
support  Web  publishing.  “We  do  use  GoLive 
somewhat  for  our  current  Web  site,”  says 
Pitsford,  “but  mostly  it’s  manually  coded.” 

It  may  be  wise  to  wait,  because  Adobe 
plans  to  acquire  MacromedicU  With  it  comes 
Dreamweaver,  GoLive’s  competitor.  Only  one 
may  survive.  Similarly  uncertain  are  the  U- 
lustration  products’  fates.  “It  will  be  interest¬ 
ing  to  see  how  they  integrate  Freehand,”  says 
Stewart,  noting  that  the  Albuquerque  papers 
and  the  Associated  Press  use  the  Macrome¬ 
dia  product,  which  many  learned  to  use  be¬ 
fore  Illustrator  —  and  there  are  still  some 
problems  bringing  old  documents  into  new 
Illustrator  or  InDesign  files.  “We  have  to  deal 
with  it  one  way  or  another,”  he  says.  @ 
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SYNDICATES 


Content  conundrum 


FEME  non  UP 

Why?  Syndicate  execs  cite  reasons  such  as  the  launch  of  various 
niche  columns  and  a  new  client  base  of  targeted  publications 


BYDAVEASTOR 

SINCE  2000,  THE  NUMBER  OF  U.S.  DAILIES  HAS  FALLEN 

from  1,483  to  1,457-  Newsholes  in  many  of  the  surviv¬ 
ing  dailies  have  also  shrunk  during  the  mostly  poor 
economy  of  the  past  five  years. 

Yet  the  number  of  features  otfered  by  the  five  biggest 
syndicates  rose  from  624  to  746,  based  on  a  comparison  between 
2000  and  just-released  2005  Syndicate  Directories.  Why? 
There  are  several  reasons,  according  to  executives  reached  at 
Tribune  Media  Services  (TMS),  Creators  Syndicate,  United 
Media,  King  Features  Syndicate,  and  Universal  Press  Syndicate. 

The  increase  in  offerings  is  partly  due  _ 

to  the  fact  that  many  features  from  a  sixth 
distributor,  the  Los  Angeles  Times  Syndi-  i 
cate,  were  absorbed  into  TMS  soon  after 
E&Ps  2000  directory  was  published.  But  | 

TMS  also  added  plenty  of  non-LATS  j 
features  —  and  found  plenty  of  clients  I 

for  them. 

These  clients  include  the  many  targeted 
publications  that  have  been  launched  i 
across  the  country,  said  TMS  Vice  Presi-  | 
dent  for  Editorial  and  Operations  John  ! 

Twohey,  who  mentioned  commuter  news-  | 
papers,  youth-oriented  newspapers,  niche  | 
publications  mailed  out  by  newspapers,  I 
special  editorial  sections,  and  special  i 
advertising  sections.  Twohey  also  said  | 

that  TMS  has  been  selling  more  to  week¬ 
lies  and  small-market  dailies.  | 

Creators  Syndicate  President  Rick  !  king,”  said  Newcombe,  explaining  that 
Newcombe  added  that  online  outlets  |  if  syndicated  features  are  good  enough, 
and  foreign  newspapers  are  among  the  j  they  can  be  sold  to  all  kinds  of  clients  — 
growing  client  categories  that  have  i  not  just  America’s  general-interest  daily 

helped  give  Creators  enough  customers  j  newspapers. 

to  increase  its  lineup  from  91  features  in  |  He  and  Twohey  also  noted  that  a  trou- 
2000  to  132  in  2005.  I  bled  economy  can  increase  feature  sales 

“I’ve  always  believed  that  content  is  i  because  newspapers  that  laid  off  staff 


king,”  said  Newcombe,  explaining  that 
if  syndicated  features  are  good  enough, 
they  can  be  sold  to  all  kinds  of  clients  — 
not  just  America’s  general-interest  daily 
newspapers. 

He  and  Twohey  also  noted  that  a  trou¬ 
bled  economy  can  increase  feature  sales 
because  newspapers  that  laid  off  staff 


writers  might  buy  more  syndicated  con¬ 
tent  to  fill  space.  “If  you  were  paying 
$500  or  $1,500  a  week  for  a  staff  political 
columnist,  and  you’re  buying  a  syndicated 
political  columnist  for  $20  a  week,  that’s 
a  large  savings,”  said  Newcombe. 

He  added  that  if  a  feature  is  strong. 
Creators  will  try  to  sign  it,  regardless  of 
the  economic  climate. 

Creators’  comics  lineup  has  remained 
relatively  steady  since  2000,  while  its 
column  roster  has  increased  rapidly. 
Newcombe  said  one  reason  is  that  the 
syndicate  signed  a  number  of  commenta¬ 
tors  who  originally  became  known  in 
media  such  as  cable  TV  and  talk  radio, 
which  have  both  grown  in  recent  years. 

Lisa  Klem  Wilson,  senior  vice  president 
and  general  manager  of  United,  observed 
that  comics  continue  to  have  more  poten¬ 
tial  than  columns  to  become  breakout 
hits.  “In  the  old  days,  people  like  Jack 
Anderson,  Erma  Bombeck,  and  Ann 
Landers  had  hundreds  and  hundreds 
of  newspapers,”  she  said.  Now,  Wilson 
noted,  that  kind  of  client  list  is  harder  to 
achieve  for  a  columnist. 

These  days,  United  devotes  a  lot  of 
effort  looking  for  niche  columns  —  such 
as  Dana  Carpender’s  “Low-Carb  for  Life” 
launched  in  2004,  and  the  “Hellmuth’s 
Hold  ’Em”  poker  feature  introduced  this 
year.  The  result,  said 

_  Wilson,  is  more 

features  with  smaller 
client  lists. 

United’s  lineup 
increased  from  167  in 
2000  to  172  in  2005, 
but  the  trend  was 
different  at  its  United 
Feature  Syndicate 

.  division  than  at  its 

Clockwise  from  top  t-  ^  • 

left:  Syndicate  Newspaper  Enterpnse 

executives  John  Association  division. 

Twohey  of  TMS,  The  UFS  roster  rose 

Rick  Newcombe  of  from  117  to  128  during 

Creators,  Lisa  Klem  ..  .  . 

Wilson  of  United,  me  past  uve  years, 

Lee  Salem  of  while  the  lineup  m  the 

Universal,  and  Jay  NEA  package  dipped 

Kennedy  of  King  from  50  to  44. 

Wilson  explained 

that  NEA  subscribers  are  surveyed  every 
two  years  to  see  which  features  they’re 
using  and  not  using,  and  that  some  of 
the  less-popular  ones  get  removed  from 
the  package. 

King’s  features  lineup  increased  from 
122  in  2000  to  131  this  year.  “The  growth 
came  from  us  finding  material  we  thought 
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newspapers  would  want  to  buy,”  said 
Editor  in  Chief  Jay  Kennedy,  who  noted 
that  this  happened  partly  because  King 
welcomes  suggestions  from  newspaper 
editors  about  features  they’d  like  to  see 
offered  by  the  syndicate. 

He  also  mentioned  that 
King’s  roster  grew  because  it 
has  such  people  as  Managing 
Editor  Glenn  Mott,  hired  in 
2001,  devoting  significant  time 
to  feature  development.  And 
Kennedy  said  one  reason  for 
the  overall  rise  in 
features  at  the  top  five 
providers  could  be  the 
intense  competition  j 

among  sjmdicates.  I 

Universal’s  lineup  of  \ 

features  declined  from  124 
in  2000  to  115  in  2005.  Lee 
Salem,  the  syndicate’s  execu¬ 
tive  vice  president  and  editor, 
said  one  reason  is  that  Univer¬ 
sal  wants  to  devote  as  much  ef¬ 
fort  as  it  can  to  selling  each  of  its 
features  —  which  is  easier  to  do 
with  a  slightly  smaller  roster.  He 
added  that  a  bigger  roster  makes  it  more 
likely  that  finding  a  new  client  for  a  Uni¬ 
versal  feature  could  knock  out  another 
Universal  feature  from  the  same  newspa¬ 
per.  “We’re  not  just  competing  against 
other  syndicates,  we’re  competing  against 
ourselves,”  Salem  explained. 

But  he  added  that  Universal  is  actually 
offering  more  content  than  it  did  five 
years  ago,  if  content  is  measured  by  word 
count.  That’s  because,  in  addition  to  sell¬ 
ing  features  such  as  comics  and  columns. 
Universal  is  also  “trying  to  provide  more 
comprehensive  services,”  said  Salem. 

“We  have  to  find  new  ways  to  be  of  use 
to  newspapers.” 

As  an  example,  he  cited  Fronteras  de  la 
Noticia  —  a  32-page  Spanish-language 
weekly  newspaper  that  Universal,  in 
partnership  with  the  Danilo  Black 
company  of  Mexico,  began  syndicating 
in  September  2004.  Salem  said  this  kind 
of  stand-alone  product  helps  newspapers 
that  don’t  have  the  staff  or  resources  to 
develop  something  similar  of  their  own. 
And  a  stand-alone  product  usually  doesn’t 
knock  other  syndicated  content  out  of 
a  newspaper. 

To  arrive  at  the  624  and  746  feature 
totals,  E&P  counted  each  product  listed 
in  the  2000  and  2005  Syndicate  Directo¬ 
ries  as  one.  But  that  doesn’t  necessarily 
reflect  everything  that  syndicates  offer. 


For  instance.  King’s  roster  of  131  would 
be  closer  to  220  if  the  75-plus  features  in 
its  “Weekly  Service”  package  and  the  12 
editorial  cartoonists  in  its  “The  Best  and 
The  Wittiest”  package  were  counted  as 
individual  components.  Other 

S  multi-component  products 
that  E&P  counted  as  a  single 
entity  for  this  story  included, 
among  other  things.  Univer¬ 
sal’s  online  sister  division  of 
uclick,  the  United-marketed 
Scripps  Howard  News  Ser¬ 
vice,  the  TMS-market- 
Knight  Bidder/ 

T||  Tribune  Information 
^  TMS’ 

I  various  TV  and 
y  M  weather  offerings. 

But  whatever  way 

1  lUIi  the  numbers  are  broken 

out,  “we  certainly  have 

, ,  more  features  today  than 

Hellmuth  pens  one  ....  . 

of  syndication’s  the  year  2000, 

new  niche  saidTwoheyofTMS. 

columns.  And  King’s  Kennedy  believes 

that  because  there  are  more 
features  being  offered  by  the  major 
syndicates,  there  are  now  more  good 
features  being  offered  by  the  major 
syndicates  “than  at  any  time  in  the  past.” 

There  may  be  more  features,  but  how 
often  are  newspapers  using  them?  For 
instance,  has  there  been  an  increase  in 
papers  publishing,  say,  one  installment 
of  a  twice-weekly  column  because  of 
tightening  newsholes? 

Twohey  doesn’t  think  so.  “There’s  a 
strong  interest  in  maximizing  the  value 
of  syndicated  content,”  he  said,  meaning 
newspapers  are  trying  to  use  as  much 
as  possible  of  what  they  buy  vdth  their 
feature  dollars. 

But  Salem  thinks  many  newspapers 
continue  to  run  only  some  installments 
of  syndicated  features  —  especially  on 
their  editorial  and  Op-Ed  pages. 

He  added  that  Universal,  realizing  that 
space  in  many  newspapers  is  shrinking, 
has  for  years  gradually  been  offering  a 
greater  percentage  of  features  that  are  no 
more  frequent  than  weekly.  Salem  said  a 
weekly  frequency  for  a  syndicated  feature 
particularly  makes  sense  when  it  ends  up 
running  in  a  themed  newspaper  feature 
section  or  feature  page  that’s  only  pub¬ 
lished  once  a  week. 

Obviously,  this  doesn’t  apply  to  most 
comics,  which  tend  to  be  daily.  The  746 
features  offered  this  year  by  the  top  five 
syndicates  include  207  comics.  B 


SEPTEMBER  2005  EDITOR*  PUBLISHER  75 


www.editorandpublisher.com 


THE  DATA  PAGE 


II  NEWSPAPER  STOCK  PERFORMANCE 


Aug.  11  close 


%  change 

30  days  ended  Aug.  II 


Gannett  (GCI) 

72.33 

-11.54 

-1.48 

Dow  Jones  (DJ) 

Knight  Bidder  (KRI) 

37.47 

62.36 

-8.83 

-1.06 

-0.45 

-0.91 

Tribune  (TRB) 

37.76 

-8.15 

5.65 

New  York  Times  (NYT) 

31.66 

-23.66 

0.16 

E.W.  Scripps  (SSP) 

50.11 

1.13 

4.46 

Washington  Post  (WPC) 

800.00 

-7.65 

-7.83 

Belo  (BLC) 

24.14 

10.78 

-1.43 

McClatchy  (MNi) 

64.94 

-6.16 

-3.41 

Media  General  (MEG) 

67.10 

16.21 

0.52 

Lee  (LEE) 

43.00 

-7.39 

4.42 

DJ  U.S.  Publishing  Index 

314.66 

2.78 

1.94 

DJ  U.S.Total  Market  Index 

298.25 

17.68 

1.30 

Source:  Dow  Jones  Indexes 

READERSHIP  ANALYSIS  | 

A  detailed  look  at  online  and  print  readers 
(by  market) 

Los  Angeles  Times 

Readership _ Aug.  20Q4-Jan.  2005  % 

Total  Weekly  5,017,524  100 


nTMii  M  Pnm  hi  u  cn  (tij 

mSSXISm 


Total  Weekly  2,376,466  i 

Print  Exclusive  1,681,272 

Online  Exclusive  222,804 

Duplicated  472,390 

The  Arizona  Republic 

Readership _ Aug.  2004-Jan.  2005 

Total  Weekly  1,996,500  l 

Print  Exclusive  1,525,436 

Online  Exclusive*  134,926 

Duplicated*  336,138 

The  Boston  Globe 

Readership _ Sept.  2004-Feb.  2005 

Total  Weekly  2,256,786  I 

Print  Exclusive  1,603,286 

Online  Exclusive  201,350 

Dttirficaled  452,150 

*lncludes  ArizonaRepublic.com  and  AZCentral.com 
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I  Print-only  [  1  Web-only 
I  Print  and  Web 


71%  ^ 

i 

71%^m 


Source:  Scartxirough  Research 


CIRCULATION  COMPOSITION  || 

10% 


Top  50  Breakout 

For  the  six-month  period  ending  March 
2005,  Prudential  Equity  Research  broke 
out  the  circulation  for  the  50  top  news¬ 
papers  in  the  United  States  using 
publisher's  statements  from  ABC. 

B  delivery  Single  copy 
H  Discount  copies  H  Other  paid  source:  Prudential  Equity  Research,  ABC 


'  IN  THE  LINE  OF  FIRE 


Journalists  killed  during  the  Iraq  war 

By  year  By  Nationality 


01 

33  1 


B  Iraqi  European 

B  Other  Arab  H  United  States 
H  All  other 

Source:  The  Committee  to  Protect  Journaliste 


NEWSPAPER  ADVERTISING  INDEX 
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RETAIL  Cl 

YTD  Gain/loss% 

■  1/  M. 

Hpparei/accessory  stores 

-yyo 

-lZ7o 

Auto/access/equipment 

-1% 

-8% 

Bookstores 

-13% 

-20% 

Department/discount  stores 

-2% 

-4% 

Drug  stores 

-8% 

-2% 

Electronic/computer  stores 

15% 

12% 

Food/liquor  stores 

-2% 

5% 

Furniture/appliance  stores 

3% 

-1% 

Home  improvement 

10% 

-7% 

Jewelry  stores 

7% 

9% 

Office  equipment/supplies 

-2% 

11% 

Sporting/craft/hobby 

3% 

-5% 

TOP  NEWSPAPER  ADVERTISERS 

Parent  Company 

May  Total  $(MM) 

May  '05  Gain/loss% 

Federated  Dept.  Stores 

$33.8 

6% 

May  Dept.  Stores 

$25.7 

-19% 

General  Motors  Corp. 

$23.6 

11% 

Cendant  Corp. 

$22.4 

47% 

AutoNation 

$22.4 

-6% 

Source:  Nielsen  Monitor-Plus 
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MONTH  IN  REVIEW 


Editorial  Cartoon  of  the  Month 


Regular  visitors  to  E&P  Online  may  already 
have  seen  some  of  the  stories  below.  But 
for  those  who  would  take  advantage  of 
our  Web  reporting,  here’s  a  recap  of  some  of  E&P’% 
top  stories  for  the  past  few  weeks.  If  you  haven’t 
done  so  already,  activate  your  registration  now 
by  visiting  www.editorandpublisher.com/activate. 


caglecartoons  com  r- 


on  Carroll  cai.ls  it  quits  The  Los 
LU  Angeles  Times’ John  Carroll  suddenly 
announces  he  is  leaving  the  paper  after 
five  years  as  editor.  Was  it  budget  cuts? 


07  Friendly  Fire:  A  reporter  tracks 
LI  down  the  U.S.  sniper  who  shot  and 
killed  an  Iraqi  journalist,  in  Greg 
Mitchell’s  Pressing  Issues  column. 


on  Catching  THE ‘RedEyt.’  Aconversa- 
UU  tion  with  a  noted  j-professor  finally 
makes  Mark  Fitzgerald,  in  Newspaper- 
Beat,  admit  that  the  youth  tab  RedEye 
may  actually  be  headed  on  the  right  track 
—  and  might  even  be  a  good  idea. 


JEFF  PARKET,  FLORIDA  TODAY/ 
CAGLE  CARTOONS,  AUG.  5 


AUGUST 


Jim  DeFede  for  taping  a  suicide  victim’s 
last  phone  call.  (See  additional  stories, 
including  Editor  Tom  Fiedler  blasting 
a  local  alt-weekiy.) 


and  the  first  American  journalist  to  be 
murdered  in  Iraq. 


3  Three-Way  Nevvsraper  Deal  On  this 
and  following  days,  E^P  had  the  very 
first,  and  then  other  inside  word  on  the 
KR,  Gannett,  and  MediaNews  wheeling 
and  dealing  in  Detroit  and  elsewhere. 


4  Will  blchjs  go  bust?  In  a  Shoptalk, 

David  Perhlmutter  says  blogs’  numbers 
are  inflated.  What’s  more,  the  many  weak  Q  Saluting  Peter  JsjiNiNGS  In  Pressing 

ones  undermine  the  very  good  ones.  0  Issues,  Greg  Mitchell  recalls  meeting 

the  late  news  anchor,  and  hails  one  of 

5  Judy’s  Turn  TO  Cry?  William  E.  Jennings’ profiles  in  courage. 

Jackson  Jr.  says  in  a  Shoptalk  that 

I  some  top  reporters  at  The  New  York  Ifl  Texas,  Iconicl-astically  Weekly  in 

■  Times  are  now  exploring  the  true  role  lU  President  Bush’s  hometown  gamers 

I  of  their  colleague,  Judith  Miller,  in  praise  for  its  coverage  of  Cindy  Sheehan’s 

I  the  Plame  affair.  protest  outside  Bush’s  Crawford  ranch. 


Wardlng  ofe  Belo  blows  Belo  asks  a 
judge  to  dismiss  a  circ  lawsuit  related  to 
The  Dallas  Morning  News’ problems. 


6  Hiroshima  Film  Covtr-Up 
Exposed  For  the  Both  anniversary 
of  the  atomic  bombing,  a  detailed, 
news-making  report  on  how  images 

Pof  the  aftermath  were 

kept  from  the  American 
media  and  public  for 
decades.  (See  several 
other  reports  related  to 
the  60th  anniversary  in 
this  same  time  frame.) 


Reluctant  Warrior  Philly  writer  Will 
Bunch,  in  a  Shoptalk,  recalls  interviewing 
a  local  Guardsman  who  was  killed  in  Iraq 
this  week  in  a  war  he  opposed. 


MediaNews  Group  CEO  William 
Dean  Singleton  during  the 
Aug.  3  press  conference.  At 
right,  Detroit  Free  Press  Editor 
and  VP/News  Paul  E.  Anger. 


Cheeky  1£AKY  An  internal  critique  by 
The  Washington  Posfs  Hank  Stuever 
s  outside  play,  as  he  cleverly  challenges 
Miami  Vice?  The  controversy  continues  desperate  attempts  to  msike  newspapers 
over  the  firing  of  Miami  Herald  columnist  more  “reader-fnendly.” 


Steven  Vincent,  R.I.P. 

Shawn  Moynihan,  in  a 

Shoptalk,  examines  the  life  and  death  of 

New  Yorker  Vincent,  a  former  art  critic 


www.editorandpublisher.com 
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Shoptalk 


IN  THEIR  FIRST  NOTE  TO  READERS  AFTER  THE  ANNOUNCE- 

ment  that  Knight  Ridder  Inc.  had  sold  the  Detroit  Free 
Press  to  Gannett  Co.  and  that  MediaNews  Group  would 
now  own  The  Detroit  News,  new  Freep  Publisher  Dave 
Hunke  and  the  paper’s  new  editor,  Paul  Anger,  called  the 
transaction  “a  deal  without  precedent  in  newspapers.” 

Newspaper  merger  and  acquisitions  (M&A)  specialists  were  as 
blindsided  as  anyone  in  the  News  or  Free  Press  newsrooms  by  the  deal 
that  dramatically  changed  the  Detroit  joint  operating  agreement 
(JOA),  and  also  saw  Gannett  and  Knight  Ridder  swapping  newspa¬ 


pers  between  Florida,  Idaho,  and  Wash¬ 
ington  state.  But  these  brokers  also  say 
that  these  swaps  long  ago  ceased  to  be 
precedent-making. 

“This  is  not  new  —  and  it’s  just  going  to 
continue,”  says  John  Cribb,  president  of 
the  Bozeman,  Mont.-based  M&A  firm 
Cribb  &  Associates.  “If  you 
polled  the  presidents  of  15  or 
20  newspaper  companies  out 
there  and  asked  them,  in  theo¬ 
ry,  if  they’d  like  to  exchange 
some  of  their  assets  for  other 
ones,  I  think  you’d  get  a  unani¬ 
mous  ‘Heck,  yes.’” 

The  unusual  circumstances 
surrounding  the  Detroit  deal  — 
such  as  the  long  and  con¬ 
tentious  history  of  getting  to 
the  JOA  and  the  legacy  of  the  bitter  labor 
dispute  in  the  1990s  —  make  it  appear 
that  Knight  Bidder’s  decision  to  shed  the 
Free  Press  and,  for  that  matter,  the  Talla¬ 
hassee  (Fla.)  Democrat,  was  somehow 
unique.  In  hindsight,  though,  it  seems  al¬ 
most  predictable  because  it  was  driven  not 
by  historical  accidents  in  Detroit,  but  by 
the  tides  of  the  newspaper  industry  itself. 

For  one  thing,  this  deal  takes  Knight 
Ridder  in  the  direction  every  newspaper 
company  wants  to  go:  ft  om  slow-  or  no- 


grow  cities  to  markets  in  Washington  state 
and  Idaho  that  may  be  far  smaller,  but 
have,  as  the  analysts  like  to  say,  more 
“upside  potential.” 

And  speaking  of  analysts,  swaps  like  the 
Knight  Ridder/Gannett/MediaNews  five- 
paper  deal  are  also  more  attractive  to 

chains  because  they  play  better 
on  Wall  Street.  “You  have  a  lot 
of  companies  saying,  look,  I 
have  no  interest  in  selling  as¬ 
sets  because  there’s  not  only  a 
tax  consequence ...  there’s  also 
a  market  consequence,”  Cribb 
says.  Particularly,  he  adds,  if 
there’s  a  perception  by  analysts 
that  a  chain  selling  newspaper 
“is  paring  things  down.  News¬ 
papers  say  to  themselves, 

‘What  we  ought  to  do  is  sell  them,  but  we 
don’t  want  to,  because  it  looks  like  we’re 
trimming  down  the  company.’” 

Then,  too,  by  delivering  to  Knight  Rid¬ 
der  The  Idaho  Statesman  in  Boise  and 
two  Washington  papers.  The  Olympian 
and  The  Bellingham  Herald,  the  deal 
pushes  the  chain’s  center  of  gravity  fur¬ 
ther  to  the  West  —  and  away  from  the 
Rust  Belt.  It’s  been  eight  years  since 
Knight  Ridder  shed  its  Gary,  Ind.,  proper¬ 
ty  —  once  the  site  of  its  ballyhooed  “18-to- 


34”  youth  readership  initiative  —  and  it 
moved  its  headquarters  from  Miami  to 
Silicon  Valley  in  California. 

Knight  Ridder  is  hardly  alone  in  that. 
Consider  the  year’s  other  blockbuster 
newspaper  deal.  While  the  sale  of  the  St. 
Louis  Post-Dispatch  to  Lee  Enterprises 
hogged  all  the  headlines,  the  real  news  in 
that  transaction  was  how  the  other 
Pulitzer  Inc.  newspapers  strengthened 
Lee’s  presence  in  the  West. 

The  Detroit  deal  obeys  the  new  industry 
logic  from  the  perspective  of  Gannett  and 
MediaNews,  as  well.  As  broker  Cribb 
points  out,  the  lure  of  getting  bigger  is  ir¬ 
resistible.  “Everybody  w^ants  to  trade  up,” 
he  says.  “All  the  time,  small-  and  mid-sized 
papers  say  they  would  trade  a  10,000-cir¬ 
culation  daily  towards  a  50,000-circula¬ 
tion  paper.  Well,  yeah,  get  in  line  — 
everybody  wants  to  do  that.” 

So  why  aren’t  there  more  deals  like  last 
month’s  four-state  swap  meet?  “The  rub  is, 
trades  are  hard,”  Cribb  says.  “You  can  find 
someone  who  wants  certain  papers,  usual¬ 
ly,  but  the  question  is:  Do  they  have  some¬ 
thing  that  the  other  company  wants?” 

Buyers  are  also  pickier  these  days.  Bro¬ 
kers  uniformly  report  that  the  M&A  mar¬ 
ket  has  bounced  back  strongly  from  the 
severely  depressed  levels  of 2001  and 
2002.  The  competition  is  fierce  for  good 
newspapers.  “But  there’s  a  significant  busi-  i 
ness  difference  with,  say,  1998-  2000,”  ' 

Cribb  says.  “People  would  buy  anything  in 
the  last  cycle.”  These  days,  he  adds,  “Peo¬ 
ple  will  pay,  and  pay  very  high  prices ...  but 
the  deals  have  to  be  exactly  right.” 

Seen  in  an  industry  context,  Detroit’s 
three-way  tango  was  exactly  right  for  all 
its  participants.  : 

The  deal  prompted  a  lot  of  weeping  j 

and  gnashing  of  teeth  among  journalists 
around  the  nation,  as  if  Knight  Bidder’s 
sale  of  the  Detroit  Freep  amounted  to 
some  kind  of  moral  transgression.  It’s 
good  to  remember  that  when  Jack  Knight 
bought  the  Free  Press  in  1940,  he  was  at 
least  the  fourth  owner  since  John  Pitts 
Sheldon  founded  the  paper  in  1831  as  a 
weekly  mouthpiece  for  the  Democratic 
Party. 

And  someday,  in  some  changed  newspa-  | 
per  economy,  Gannett,  too,  may  find  that 
the  exactly  right  thing  for  it  is  to  sell  or  I 
swap  the  Free  Press  to  someone  else.  11  j 
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No  way.  This  month,  we're  20  years  young 
and  leading  the  way  to  new  generations  of 
newspaper  readers.  With  timely  and 
relevant  articles,  we  help  newspapers  attract 
and  retain  the  25  to  45-year-old  reader. 

We  promise  to  keep  it  exciting  for  at  least 
the  next  20  years! 


For  more  information  about  USA  WEEKEND, 
call  Dave  Barber,  SVP/Newspaper  Relations  at 
212.715.2131. 
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USA  WEEKEND. 

THE  MAGAZINE  THAT  MAKES  A  DIFFERENCE. 


ZO  YEARS  OLD, 

WE  PROMISE  NOT  TO  BECOME 
DULL  AND  BORING. 


COMMUNITIES 


It  takes  exceptional  talent  to  tell  a  story 
-  in  10  words  or  less. 


Hearst  Newspapers 


Readers  appreciate  the  personality  that  Odegar's 
headlines  bring  to  the  newspaper,  and  so  do  fellow 
journalists.  Among  his  many  headline  honors  are  the 
American  Copy  Editors  Society  Award  and  the  Press 
Club  of  Dallas  Katie  Award.  For  two  years  in  a  row, 
Odegar  was  awarded  first  place  in  the  metro  division 
of  the  annual  Best  of  Hearst  Newspapers  competition. 
A  talented  editor  and  designer,  he  received  the  Texas 
Daily  Newspaper  Association's  John  Murphy  Award  for 
Excellence  in  Copy  Editing.  To  see  more  of  Odegar’s 
work,  see  The  Enterprise's  headlines  and  stories  online 
at  SoutheastTexasLive.com. 


By  creating  an  environment  where  talented  journalists 
such  as  Vic  Odegar  are  encouraged  to  do  great  work, 
the  Hearst  Newspapers  deliver  excellence  every  day. 


Odegar,  a  Southeast  Texas  native  and  The  Enterprise's 
page  one  editor,  writes  some  of  the  best  headlines  in 
the  business.  They  are  a  synthesis  of  wordsmithing, 
color,  clarity  and  imagination  that  combine  a  poet’s 
ear  for  language,  an  editor's  eye  for  accuracy  and  a 
comedian’s  instinct  for  humor. 


As  with  most  accomplished  journalists,  Vic  Odegar  is  a 
gifted  storyteller.  What  sets  his  work  apart  is  that  he  tells 
each  story  in  just  a  line  or  two.  The  challenge  is  creating 
headlines  for  The  Beaumont  Enterprise  that  go  beyond 
ordinary  to  capture  attention  with  a  style  all  their  own. 


